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Rough Proofs 


“Being pleasant under pressure 
makes account executives edgy,” 
says Intaglio Service Corporation. 
If Friend Husband is out of 
sorts, blame it on an occupational 
disorder. 


> VF F 
Some of the financial experts 
have it all figured out that the 
stock market slump is due to the 
weather. How’s the weather in 
St. Louis, where the world cham- 
pion Cards are operating? 

T Vv F 
“May every drive be a work of 
art,” hopefully suggests Lawrence, 
Inc., in offering its good wishes 
for the Chicago Artists’ Guild golf 
tourney. 
Only trouble is, those beauti- 
fully curving slices are very ar- 
tistic, too. 

* 3 F 
Quoted by the Minneapolis Star 
and Tribune on the question of 
long red fingernails, Mr. A. W. 
remarked darkly, “I don’t like 
them. They are very dangerous 
weapons.” 
But sometimes badly needed to 
offset the come-hither look. 

, VT 
Prosperous readers of the agri- 
cultural press are good prospects 
for travel accounts, suggests Suc- 
cessful Farming. 

That’s right—when the farmer 
takes a wife, he usually starts 
taking vacations. 

v 


the foundation garment business 
is always good. And another look 
at the figures also shows that most 
of them need the foundations. 
. T ¥ 
Batten, Barton, Durstine & Os- 
born won three out of seven 
major awards in the ABP adver- 
tising competition. That’s a bat- 
ting average of over .400, which 
is considered tops in any league. 
v v v 
A “skilled idea and plan man” 
offers his services in creating 
“radio that snares dimes and box 
tops by the million.” 
Why not start manufacturing 
your own box tops? 


}, 1947 ie 
Some people think, says Ray 
5, 1947 BVir Den, that advertising men 
: _ g vide the best trains, live in the 
4, 1947 Binest hotels and sleep with the 
3, 1947 gp Shapeliest women.” 
No wonder this is such a popu- 
3, 1947 Bilar business. 
v 7 v 
“This American living room 
1, 194 comes from 30 different countries,” 
3 194 ays Time and Life International. 
7 And no wonder the people from 
3, 194” Bmore than 30 different countries 
like the living room enjoyed in 
1, 194 America. 
B, 194 RE a ee 
FTC has been investigating the 
1, 1947 ise of cosmetic demonstrators in 
partment stores, and so Coty 
— ought 10 of its loveliest right 


nto the hearing. That’s the sort 

demonstration even the most 
legalistic minds can appreciate. 

v v v 

“No tipping of any C&O em- 

yye,” announces Mr. Young’s 
favorite railroad. 

All the customers need now to 
tnjoy this extra convenience is a 
t of moral courage. 


Copy Cus. 


Fletcher Dodge says a study of | 
figures for 18 years shows that} 


OL WER 
THE PUBLIC Be CawHWTS: 


Now You can do something 
shout Railroad Courtesy . 


FEDERATION For RAILWAY PROGRESS @ 


RAILWAY FEDERATION DEBUT—The 
opening gun in paid space of Robert 
R. Young's Federation for Railway 
Progress was fired May 22 with this 
full-page insertion in the New York 
Herald Tribune, Chicago Tribune, Los 
Angeles Daily News and Washington 
| Post, through Walter Weir, Inc., New 
York. Other insertions will follow. This 
ad, on courtesy, announces that a 
“courtesy award” will be given annually 
to the best-mannered railroad. 


Retailers Warn 
of Court Action 
vs. Book Clubs 


Association Cites | 
Disparity of Prices; 
Asks Fair Treatment 
New YorK—It looks this week | 
as if the publishers’ book club! 
honeymoon is over. | 
The only people who do not 
benefit from the  alliance—the | 
booksellers—are up in arms, and | 
threatening legal action against | 
the clubs under the Robinson-| 
Patman Act unless_ publishers 
give retailers some protective ar-| 
rangement. 
Joseph A. Margolies, vice-presi- | 
dent of Brentano’s, Inc., chain | 
book retailer, and chairman of. 
the board of American Booksellers | 
Association, told newsmen that| 
unless publishers agree to pro- 
tect retailers (a_ three-retailer | 
committee .has been appointed to) 
meet with them), his company | 
| will file suit. 
Asserting that he does not want | 
| higher prices for books, but that | 
“we seek an arrangement by | 
which we can cut our prices on 
the best sellers down to the prices | 
at which the book clubs are able 
to sell them,” Mr. Margolies said | 
(Continued on Page 69) 


‘Creative Man’ 
nominates winner for 
the Fine Suds Derby, 
Page 49. Other features: 
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House Chief Hits 
‘Profiteering. in 
Newsprint Sales 


Subpoenaes Firm 
to Testify on 
Paper Diversion 


WASHINGTON—The House select 
newsprint committee hammered 
away this week in an effort to 
mobilize paper producers and dis- 
tributors in a voluntary effort to 
prevent supplies from escaping 
from regular distribution chan- 
nels. 

Committee chairman Clarence 
Brown (R., O.) called on the In- 


ternational Paper Sales Company | 
to supervise distribution in New} 


York City of 6,600 tons of news- 
print sold through the Clinton 
Paper Company to small pub- 
lishers. 

At the same time, Rep. Brown 
issued a subpoena to compel Clin- 
ton executives to appear May 27 
for questioning on alleged diver- 
sion of paper at prices substan- 
tially above the market. 

The committee heard that Clin- 
ton customers were getting less 
paper than in 1945 and ’46, and 
that they were paying up to $125 
a ton for it. 


Describes Legal Steps 


Joseph D. Sullivan, vice-presi- | 


dent of the Bowater Paper Com- 
pany, outlined legal steps his firm 
is taking to prevent Clinton from 
transferring a contract involving 
12,000 tons of paper to the Miami 
Herald at $100 a ton above mar- 
ket price. 


He said that some of this paper | 


had already been diverted via 
Pennsylvania Railroad to an “un- 
known destination.” 
Meanwhile, W. M. Hurlbut, 
(Continued on Page 67) 


BUILDING MATERIALS ARE 
CHEAPER THAN YOU THINK! 


Sw 
JOHNSON CASHWAY LUMBER COMPANY 


This manne Unet the reietire cot today for op 


= Se ems Lime Sete ase hey betting smog ang magne es none 


RIGHT PRICES—Building supply costs 
are up more than 60°%—but they're 
40°%, less than the increase in national 
income—Nebraska's biggest lumber 
| firm insists in this newspaper copy. 
(Story on Page 69). 


R. 5. Wilson Urges 


Drug Ad Advisory 
Services Stressed 
at PAA Meeting 


Alleged Research 
Draws Fire; Most 
Copy Ruled Ethical 


ATLANTIC Crity—Makers of 
packaged drugs in the past year 
have had more than 11,000 “pieces 
of advertising” criticized or ap- 
proved by the advisory committee 
on advertising of the Proprietary 
Association of America. 

Dr. F. J. Cullen, executive vice- 
president of the association, re- 
ported at the PAA’s 65th annual 
meeting here last week that he 
had reviewed 11,077 scripts, ads 
and labels submitted since the 
last PAA convention by associa- 
tion members and other makers of 
drugs sold “over the counter.” 

Some 300 drug company execu- 
tives at the meeting also heard 


College Degrees 
in Salesma' “hip 


Receives Pa..a Award 
at Philadelphia 
AMA Meeting 


PHILADELPHIA—“The country 
needs more professional salesmen 
—thousands of them—to interpret 
business to its customers, to help 
maintain independent 


tribution, and to add importantly 
ito community or group leader- 
| ship.” 

Robert S. Wilson, vice-president 
in charge of sales of Goodyear 
Tire & Rubber Company, Akron, 
emphasized this theme in discuss- 
|ing “Salesmanship as a Profes- 
(Continued on Page 65) 


Last Minute News Flashes 
BBDO Adds Four to Chicago Staff 


Cuicaco—Four major additions to the Chicago staff of Batten, Bar-| the purchasing habits of the con- 
ton, Durstine & Osborn have been announced by Robert B. Barton, 


vice-president here. 
media department, who formerly 


They are Harold E. Middleton, head of the} 


was media director in Detroit for 


| Ruthrauff & Ryan; Donald L. Gerhardt, art director and formerly an 


art director of Needham, Louis & Brorby here; William R. Gillen, 


member of the account handling 


group, who formerly was head of 


public relations and advertising for Chicago & Southern Airlines, and 
Phelps Johnston, copy group head, who returns to BBDO after serv- 


ing with the armed forces for the 


past three and a half years. 


Heinz May Boost Budget $1,000,000 


PirtspurcH—H. J. Heinz Company will increase its advertising 


| budget substantially in 1947. Although Franklin R. Bell, advertising 


manager, told AA that the amount of increase and details have not 
yet been settled, reports said the increase might be more than $1,000,- 


000. Maxon, Inc., is the agency. 


Prizes Promote Duff's Gingerbread Mix 

New YorK—American Home Foods, through W. Earl Bothwell Ad- 
vertising Agency, is using 750-line newspaper copy in California cities 
to announce an offer of $1,000 in cash prizes to California housewives, 
plus an extra $1,000 in cash to store managers for finishing the state- 


ment “I like Duff’s gingerbread mix because... 
Entry must be accompanied by a box top or facsimile. 


words or less. 


” 


in 25 additional 


Offer closes June 15, and may be extended to other areas later. 


Hunter Snead to Join ‘McCall's’ 
New York—Hunter Snead, formerly sales promotion manager of 
Fawcett Women’s Group, will join McCall Corporation as promotion 


manager of McCall’s early in June. 


Mr. Snead was formerly with 


McCann-Erickson and McGraw-Hill Publishing Company. 
(Additional News Flashes on Page 71) 


retail dis- | 


a detailed account of how the major 
|national magazines have cooper- 
| ated in the past nine years to help 
| insure that magazine advertising be 
|in good taste and legally accept- 
able. The manner in which 22 
publishers, through their “Copy 
Advisory Committee, Magazine 
Division,” review so-called pro- - 
prietary drug copy was described 
| by W. C. W. Durand, director of 
public relations, Macfadden Pub- 
lications, New York. 


Hits Pro-Pharmacist Bills 


Dr. Cullen’s report stressed op- 
position of PAA officials to nu- 
merous bills lately introduced in 
| state legislatures which aim at 
|inereasing the number of drugs 
| restricted to sale only by prescrip- 
ition. Many bills have been in- 
| troduced, he said, that would re- 
| strict the sale of packaged medi- 
|cines to stores owned or operated 
| by registered pharmacists. 
| “I believe that most manufac- 
turers would prefer to sell their 
products through drug store chan- 
inels,’ Dr. Cullen asserted, “but 


;sumer and the availability of drug 


stores must be the determining 
factors. Today, the decreasing 
|purchasing power of the dollar 
and the high cost of living are 


popular topics of discussion. 
“Therefore, I wonder if it would 
| be wise to enact legislation cre- 


ating a monopoly for a certain 
group in the sale of packaged 
medicines? Such an act would 
not afford the consumer greater 
protection than he is already re- 
ceiving when he purchases a prod- 
uct shipped in interstate com- 
merce, and, no doubt, an act of 
this kind would tend to increase 
the cost of packaged medicines.” 
‘Research’ Copy Hit 

Dr. Cullen praised the Food and 
Drug Administration for its work 
but told members that his Wash- 
ington staff is ““very much in the 
dark” as to what the Federal 
Trade Commission’ licy is 
about advertising. 

Mr. Durand said the magazine 
publishers’ copy advisory com- 
mittee for PAA members and 
other packaged drug manufac- 
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turers serves to “anticipate the 
work of the Federal Trade Com- 
mission, whose splendid machin- 
ery must of necessity grind a bit 
slowly.” 

A great majority of the ads sub- 
mitted for approval, he said, ad- 
here to the highest ethical stand- 
ards. He indicated that one major 
problem of the publishers’ com- 
mittee is that of copy based on 
“alleged research that is neither 
seientific nor thorough.” A large 
proportion of complaints received 
relate to “research that seems to 
be conducted to back up a con- 
clusion already agreed upon.” 


Ad Czar Not Desired 


“There are from time to time 
ills that beset advertising—some 


LETTER GADGETS keep those letters out 
ste basket them 


and pay for - 
times. These ave .attention- 


Send for circular and 
ing many of them. 


“. egela, . 2 
Room 726, 111 W. Jackson Blyd., Chicago 4 


of them real and some of them 
imaginary,” Mr. Durand observed. 
“Often when these become pro- 
nounced, somebody pops up with 
the suggestion that advertising 
must have a czar... To my way 
of thinking, this would be far 
from the truth. Advertising is... 
a vital, living, vibrant thing 
that pulses and throbs under the 
action of various stimuli. It is an 
inexact science. It is not mathe- 
matical. 

“Those of us who have read 
the sports pages for some years 
remember that the run on third 
does not count unless the man on 
first touches second. That was 
true 40 years ago and it is true 
today. It is like the law of Medes 
and Persians that changeth not. 
But what of advertising? What 
was the advertising of 40 years 
ago and the years between as 
compared to the advertising of to- 
day? Where are the advertise- 
ments of Sapolio, Sozodent, Pears’ 
Soap, Ayer’s Cherry Pectoral and 
Hood’s Sarsaparilla? 

“They succumbed to the chang- 


ing laws of advertising and mar- 
keting with which they gradually 
got out of tune. What advertiser 
now adheres to the Claude Hop- 
kins formula of reason why copy? 
Perhaps we find its descendant in 
grade labeling. I wouldn’t know. 
But my whole point is that ad- 
vertising must conform to the 
principles of American democracy 
if it is to progress and become 
more helpful. It can’t be settled 
by arbitrary rules promulgated 
from a source that has been given 
supreme authority.” 


Hopes Other Media Will Follow 


Mr. Durand expressed hope for 
the magazine copy committee that 
other media will set up similar 
review bodies to help advertisers 
prepare competitive copy in good 
taste. :, 

“T can envision radio, the news- 
papers, the class press and per- 
haps the trade papers and outdoor 
advertising establishing within 
themselves committees similar to 
ours,” he said. “I can further 
envision an over-all executive 


committee with representatives 
from each group that undoubtedly 
would have a superwisdom and 
superinfluence that would send all 
advertising along a continuing up- 
ward path.” 


Bonham, Hoge Speak 


Kenneth Bonham, president, 
Emerson Drug Company, Balti- 
more, and outgoing head of the 
association, urged members to 
submit their copy to the PAA ad- 
vertising committee for criticism 
and pointed out that the commit- 
tee has been broadened to include 
agency representatives. 

He emphasized that “people 
should be educated to read the 
labels on our products more care- 
fully.” 

James F. Hoge, New York, PAA 
general counsel, declared that the 
terms “pharmaceutical specialty,” 
“ethical” and “proprietary” are 
now legally meaningless. He ob- 
served that the term “patent medi- 
cine” is also inept and confusing, 
because “the patents are on the 
so-called ethical products and 


out 


More than 2 out of 3 market baskets in 
eleven Western States are filled outside the 
6 largest cities. They are filled at Hometown 
food stores, for Hometown tables, by Home- 
town housewives. 


These housewives read the Hometown 
Daily Newspaper. They make up their shop- 


ping lists from its advertising pages. No seller 


of 
are filled OUTSIDE 


of food-stuffs can afford to present a blank page 


to these important buyers. 


Yet he does just that, unless his newspaper 
advertising appears in the Hometown Daily 
Newspaper. And, what goes for food goes for 
a lot of other things these families use. Because 


the whole family reads this favorite daily paper, 


believes in it, and buys from it. 


Over 90% of the 5,687,000 total circulation of all daily newspapers in the eleven Western 
States is confined to the city and the retail trading zones in which they are published. 
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For complete information write to 


Hometown Daily Newspaper Publishers— 625 Market Street, San Francisco 5, California 
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CARNIVAL ARRIVES—Following up its 
Toytown cut-outs, National Biscuit Co, 
will soon insert Toytown Carnival cut. 
outs in Nabisco Shredded Wheat pact. 
ages. This display card featuring Bey. 
erly Simmons, Universal starlet, will be 
distributed to retailers. 


‘patent medicine’ has no more ref- 
erence to patents than has ‘patent 
leather.’ ” 

The term “proprietary,” he said, 
applies both to articles advertised 
solely to physicians, some of 
which may be used only on pre- 
scription and others in self-medi- 
cation, and to articles advertised 
and sold directly to the consumer, 
He criticized use of the term 
“ethical”—used to refer to drug 
houses not advertising to consum- 
ers—because the word should ap- 
ply to persons rather than to 
things or drugs. 

“Besides,” Mr. Hoge added, “it’s 
a haughty word, and the manu- 
facturer of ethical preparations, 
so-called, has a tendency to look 


+down his nose at his brother in 


the so-called proprietary business, 
and to high-hat him.” 


Fishbein Praises Industry 


Dr. Morris Fishbein, editor of 
the Journal of the American Med- 
ical Association, told PAA mem- 
bers that the most difficult prob- 
lem facing the medical profession 
in recent years “has been the 
widest possible extension of med- 
ical care of high quality to all the 
people.” 

He pointed out that “society 
learns through experience to 
establish controls which protect 
the community from hazards that 
threaten health and life’; that 
American controls assuring health 
betterment are those of the food 
and drug laws, fraud orders of 
the Post Office Department and 
regulations of the AMA and drug 
trade groups. 

“The experience of years has 
shown,” Dr. Fishbein added, “that 
voluntary regulation within an 
industry or a profession is in the 
long run more effective by far 
than regulations imposed from 
without.” 


"GREENWICH | 
LEADS! 


In Greenwich, Conr 
(34,000 Population) 


$1,388,000 


was spent in 1945 for 


DRUGS 


(Source—1946 Sales Management) 
This Market 
Deserves Your 
“A”’ Schedule 

I 


Greenwich Time 


Often Called “The Best Suburban 
Daily Newspaper in America” 
Nationally Represented by 
SMALL, BREWER & KENT, INC. 
New York Chicago Boston 
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WHICH REMINDS US — 
NO OTHER MAGAZINE 


COSTING 25¢ (OR MORE) 
HAS EVER GROWN 


WwW AMERICA Ks NEWSSTANDS * 
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SPORT SCORES 


Here are 2, only 2, “quickies” on SPORT“s ability 
to make sales for it’s advertisers ata profit. 


P. M. Games...a novelty baseball 

game selling for $5...‘“SPORT pulled 
more actual sales than Esquire and Pic 
combined. In addition to direct sales, 
SPORT opened up several retail outlets.” 


xk *& 


INTERNATIONAL CORRESPONDENCE 
SCHOOLS... “test page in October 
issue so successful, ordered 5 pages 
during first 6 months 1947.” 


Ask to see more! 
Sport, 205 E. 42nd St., N. Y. 17, N. Y. 


450,000 
* in its fi rt months, SPORT passed 423,600 newsstand. 


Is that good? NEWSWEEK, for example, was selling 
less than 7,000 on newsstands and had a total net 
paid of 48,000 one year after it was established. 
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Becomes Moore-Robbins 
Publishing Company 

Robbins Publishing Company, 
New York, has changed its name 
to Moore-Robbins Publishing Com- 
pany. There was no change of 
officers or stock ownership. 

Howard Moore is president, and 
Fred Kendall is vice-president and 
treasurer. The company publishes 
Advertising & Selling and nine 
other business papers. 


Pocut of Sale TAPE 


PRINTED + C LLOPHANE © ADHESIVE 


BER BLDG.. —— YORK, PA, 


| indefinitely, 


Newburyport Plan 


Ends as Supplier 
Prices Hold Level 


NEWBURYPORT, Mass. — Manu- 
facturers have apparently broken 


| this city’s famed “strike” by re- 


tailers for lower prices. 

Although the Northeast Essex 
Development Council does not ad- 
mit it, the Newburyport Plan has 
nearly disappeared after one 
month of trial. Few advertising 
banners proclaiming the 10% 
price reduction “across the board” 


lare still up (AA, May 12). 


TOPFLIGHT TAPE CO.J 


The plan, originally voted for 
10 days’ trial, later was continued 
but when the trial 
period ended first one and then 


another store dropped out quietly. 

One food store reports it lost an 
even $100 in the 10-day period. A 
clothing store wound up in the 
red. Shoe dealers said they were 
unable to win a single reduction 
from suppliers. Nearly all those 
going back to former prices ex- 
plain they have done so because 
“suppliers have not come down.” 

The majority of local merchants 
believe their plan did much good 
by having focused national atten- 
tion on spiraling prices and the 
need for steps to halt the increase. 


Promotes Dickey 


Ralph D. Dickey has been pro- 
moted to northwest sales manager 
of Crown Zellerbach Corporation, 
with headquarters in Portland, 
Ore. 


Wins Argentine Prize 

“Que vida esta, senor,” a 15- 
minute, tri-weekly dramatic 
broadcast sponsored by Daggett & 
Ramsdell, New York, received top 
honors in the annual poll of the 
Authors League of Argentina. The 
group named the program of the 
subsidiary of the Standafd Oil 
Company as the best of its type 
for the year. The show was pro- 
duced by the Foreign Advertising 
& Service Bureau through its 
Buenos Aires office. 


Launches Trailer Drive 
The trailer division of Brown 
Equipment & Mfg. Company, 
Taunton, Mass., has launched a 
campaign for its aluminum trail- 
ers, using direct mail, with trade 
publication advertising to follow. 
Baker, Cameron, Soby & Penfield, 
Hartford, Conn., is the agency. 


oiletries 


. . - Shopping habits and 
brand preferences — 1947 


Here’s the new 1947 edition of that ‘‘old reliable’? among con- 


sumer surveys—TIhe Milwaukee Journal Consumer Analysis 


with 1947 data on drug, cosmetic, and toiletry buying habits 


of 233,531 families. 


If you have anything to do with the sales or advertising of any 


of the products listed above, this analysis will give you valu- 


able information on the number of users, preference by brands, 


dealer distribution, and where drug products, toiletries and 


cosmetics are bought. 


Order your copy from the General Advertising Department. 


Advertising Age, May 26, 1947 


Radio Licenses 
Would Be Denied 
All Congressmen 


WasHINGTON—A bill (S. 1309) 
to prohibit members of Congress 
and their wives from holding 
licenses for radio broadcasting 
stations was introduced in the 
Senate last week by Sen. Joseph 
R. MoCarthy (R., Wis.). 

Object of the bill, Sen. Mc. 
Carthy explained, was to relieve 
the FCC of any pressure that 
might stem from the fact that an 
applicant was a member of Con- 
gress, passing on appropriations 
or making rules for the commis- 
sion’s conduct. 

Many prominent members of 
Congress are already in radio, or 
are contemplating radio activity, 

Among them are the two Ohio 
Senators, John Bricker, who wants 
a station in Columbus, and Robert 
A. Taft, whose family owns the 
Cincinnati Times-Star and Station 
WKRC, AM and FM. 

Sen. Arthur Capper (R., Kan.) 
owns an interest in WIBW, To- 
peka, and KCKN, Kansas City, 
Kan. Sen. William F. Knowland 
(R., Cal.) is interested in the Oak- 
land Tribune and KLX, Oakland. 

Former Sen. Burton K. Wheeler 
(D., Mont.) owns KXLY, Spo- 
kane, and former Sen. Robert M. 
Lafollette, whose seat McCarthy 
captured last fall, is interested in 
WEMP, Milwaukee, and WIBA, 
Madison. 

In addition, Rep. Howard Ells- 
worth (R., Ore.) owns KRNR, 
Roseburg, and ‘Rep. Alvin E£. 
O’Konski (R., Wis.) has applica- 
tions pending for standard and 
FM stations at Merrill. 

Sen. McCarthy insisted that “a 
member of Congress has a tre- 
mendous advantage over John Q 
Public in applying for a license.” 


General Foods Boosts 
Harold McGrath, Sugg 


Harold P. McGrath, who joined 
the company in 1931, has been 
named sales and advertising man- 
ager of the 
Gaines Food di- 
vision of General 
Foods Corpora- 
tion, New York. 
He has been as- 
sistant sales 
manager of GF’s 
Post cereals di- 
vision. 

At the same 
time, W. Archie 
Sugg, who joined 
the company last  , P, McGrath 
year after serv- 
ice with the Navy, was named 
associate advertising manager of 
the Post cereals division. Before 
service, Mr. Sugg was a membe!r 
of the advertising and promotion 
department of Procter & Gamble 


Plattes Joins GM 


Cyril W. Plattes, formerly with 
the-Associated Press, has been ap- 
pointed staff assistant in the pub- 
lic service department of Genera! 
Mills, Minneapolis. 


Aloha Names Blair 


John Blair & Associates, Chi- 
cago, has been named nationa! 
advertising representative of the 
Aloha Broadcasting Company, 
Honolulu. 


_— 
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ARONALD COLMAN 


MASTERFULLY TRANSCRIBED 
FOR YOUR SPONSORSHIP BY... 


NEW 


Starring on the Most Brilliant Transcribed Dramatic 
Show Ever Offered for Local and Regional Sponsorship 


THE FAVORITE STORIES OF: SPENCER TRACY « INGRID BERGMAN ¢ SHIRLEY TEMPLE « 
ORSON WELLES ¢ SINCLAIR LEWIS ¢ FATHER E. J. FLANAGAN ¢ CECIL B. DeMILLE « FRED 
ALLEN ¢ IRVING BERLIN «+ ARCHIE GARDNER « ALFRED HITCHCOCK AND MANY MORE! 


ae. 


In the spirit of perfection that distinguishes this matchless series we 
have chosen as star ... the one and only Ronald Colman. Now... his 
incomparable artistry, his magnetic voice and faultless diction, are 
yours to sponsor, in a dramatic program of unprecedented lavishness. 


\ 


Here are the greatest stories of all time, masterfully adapted by 
writers preeminent in their field, Robert E. Lee and Jerome Lawrence, 
under the editorial guidance of Author-Publisher George Palmer 
Putnam; a superb company of radio’s finest actors; a fifteen-piece 
orchestra interpreting the daring and original musical scores com- 
posed and arranged for Favorite Story by Claude Sweeten and Robert 
Mitchell of the Robert Mitchell Boys’ Choir. 


52 half hours are now available . . . every one a rare combination of 
prestige and sock entertainment, every one an unparalleled triumph 
of transcribed showmanship! 


YORK . CHICAGO . HOLLYWOOD 
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McGraw-Hill Combines 

Aviation Publications 
McGraw-Hill Publishing Com- 

pany, New York, on July 7 will 


begin publication of Aviation 
Week, incorporating two other 


McGraw-Hill magazines—Aviation 


and Aviation News. Aviation has 
been published as. a monthly 
carrying information on research, 
design, engineering and produc- 


tion, and Aviation News, a weekly 


The HOSIERY Industry 


RETAILERS © JOBBERS * MANUFACTURERS 


There is only one publication 
covering this industry exclusively 


KNIT GOODS WEEKLY 


ONE MADISON AVE. * NEW YORK 10, N.Y. 


| devoted to news of the industry. 


Robert Wood, former editor of 
the news weekly, will be editor of 
the new publication, with John 
Foster Jr., former executive edi- 
tor of Aviation, as executive edi- 
tor; R. F. Boger, publisher, and 
J. C. Anthony, manager. McGraw- 
Hill will continue to publish Air 
Transport. 


Kingman Joins Mayer 
Merle B. Kingman, formerly on 
the publicity staff of Northwestern 
University, has joined Howard G. 
Mayer & Associates, Chicago. 


Appoints Phillips 

Loring Phillips, formerly senior 
associate of Stewart,’ Dougall & 
Associates, New York, has been 
named market research analyst of 
Blaw-Knox Company, Pittsburgh. 


Art Directors 


Give 36 Awards 
at Annual Dinner 


Cuicaco — Mellowed by ramb- 
ling, hilarious addresses by artists 
Norman Rockwell and Meade 
Schaeffer, and Kenneth Stuart, art 
director of The Saturday Evening 
Post, more than 550 persons last 
week acclaimed the 10 medal 
award winners and recipients of 
26 merit citations given at the an- 
nual awards dinner of the Art Di- 
rectors’ Club of Chicago. 

At the same time, the Art Di- 


| rectors’ annual exhibit at the Chi- 


cago Art Institute was opened 
May 20, to continue through June 
2. The 221 advertisements recom- 
mended by the jury-of awards for 
final consideration in medal and 
merit awards are hanging in the 
exhibit. 

A jury of 22 artists, art direc- 
tors and others affiliated with the 
graphic arts made their selections 
from a record total of 2,500 en- 
tries. Excellence of illustration, 
layout and design of the complete 
advertisement were the measur- 
ing sticks used to judge the en- 
tries submitted by about 200 ad- 
vertisers. Industries in 20 dif- 
ferent fields of manufacturing and 
service shared top honors. 

Winners of the 10 medal awards 
and the merit citations, with the 


THE NEW- YORKER goes to Rochester, N. Y. 


NO MYSTERIES EXIST for the man who owns a pair of high- 
power Rochester-made binoculars. If he lives in a high-class 
neighborhood they give him a coverage as satisfactory as the 
coverage of Rochester by THE NEW YORKER. 1,932 homes in 
Rochester get THE NEW YORKER each week. Readers total 
11,592. You should see their bank accounts! 


o.SOGLOW 


“LOOK PRETTY!’ When life seems grim, consider the horrors 
faced daily by that famed device from Rochester, the Kodak. 
More to the point (if you are an advertiser) consider the really 
pretty picture presented by the circulation of THE NEW 
YORKER among Rochester’s beau monde. For instance, one 
third of the directors of the Genesee Valley Trust Company 
are subscribers. They are people other people copy. 


Rochester is one 


TS | 


EBENEZER HAD DOUBLE TROUBLE. First settler of Rochester, 
in 1789, was stout-hearted Ebenezer Allen who had two wives, 
one white, one red. In 1792 he moved to the suburbs, but 
whether or not this made his life happier, we can’t say. About 
Rochester’s fashionable suburb, Pittsford, we can say this: 
one family in every twelve gets THE NEW YORKER. 


THE SPOOKY FOX SISTERS, America’s chiller-dillers of 1848, 
were two Rochester damsels who found how to make the 
spirits rap, rap, rap. This reminds us of Rochester’s elegant 
department store, B. Forman Company, where it’s wrap, 
wrap, wrap, all day long for munificent charge customers. 
69% of THE NEW YORKER subscribers in the Rochester area 


have charge accounts at Forman’s. 


THE 


NEW YORKER =~ 


No. 25 WEST 43rd STREET 
NEW YORK 138, N. Y. 


THE NATIONAL WEEKLY OF THE LEADERSHIP MARKET 


82% of its United States circulation 


f the 41 Primary Trading Areas in which 84% of the nation's department store business is transacted and in which The New Yorker concentrates 
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medal award winner first named, 
include the following (The name; 
are listed in this succession; artist, 
art director, advertiser and 
agency): 

Mass magazines, illustration: © | 
Sternberg, Leonard Lionni, ,Contain. 
er Corporation of America, N. w, 
Ayer & Son; Ben Stahl, Robert p, 
Dohn, Hiram Walker & Sons, Inc, 
Foote, Cone & Belding; Tom Hal), 
David Lockwood, International (e]. 
lucotton Company, Foote, Cone ¢ 
Belding; Ian Balet, H. J. Cordesnian, 
Brown Shoe Company, Leo Burnett 
Company. 

Mass magazines, color photo. 
graphs: Allan Fontaine, Barbarg 
Holmes, Evyan division of Associ- 
ated Products, Aubrey, Moore ¢& 
Wallace; Stephen Heiser, Ken Boeh. 
nert, Magnavox Company, Maxon, 
Inc.; Valentino Sarra, Fred W. Boul- 
ton, Swift & Co., J. Walter Thomp- 
son Company; Nicholas Muray, A. F. 
Quinlan-Peter Geist, Monsanto Chem- 
ical Company, Gardner Advertising 
Company. 


Magazine Illustrations 


Mass magazines, black & white 
illustrations: Ed Pivo, P. C. Rohloff, 
Carson Pirie Scott & Co., direct: 
Leonard Lionni, Leonard Lionni, Felt 
& Tarrant Mfg. Company, N. W. 
Ayer & Son; John McCormach, Lee 
King, General American Transporta- 
tion Corporation, Weiss & Geller. 

Mass magazines, black & white 
photographs: Wesley Bowman, 
David Lockwood, Hiram Walker & 
Sons, Inc., Foote, Cone & Belding; 
Stephen Heiser, David Lockwood, 
Frigidaire division of General Mo- 
tors, Foote, Cone & Belding; Stephen 
Heiser, Ken White, Eagle-Picher 
Company, Needham, Louis & Brorby; 
Leigh Charall, H. R. Beckman, Katz. 
enberg & Rivkin, Kuttner & Kutt- 
ner. 

Trade publications: Valentino Sar- 
ra, Edmund Witalis, Cosmopolitan, 
Sarra, Inc.; Brinton Turkle, Taylor 
Poore, Abbott Laboratories, direct; 
Ralph Johnstone of Whitaker-Guern- 
sey Studio, Bert Ray, Abbott Labora- 
tories, direct; Fred Steffen, Lee 
Stanley, Rudolph Wurlitzer Com- 
pany, Leo Burnett Company. 

Direct mail: Parker Heath, Taylor 
Poore, Watson & Boaler, Fulton, 
Morrissey Company; Joseph Feher, 
Walter Howe, H. P. Zimmerman, R 
R. Donnelley & Sons; N. Christensen, 
Taylor Poore, Cadillac division of 
General Motors, Tempo, Inc.; Graphic 
Illustrators, C. N. Johnson, Chicago, 
Burlington & Quincy Railroad, 
Reincke, Meyer & Finn. 


Newspaper Winners Named 


Newspapers, color: A. George Mil- 
ler, W. W. Johnston, Ice Cream 
division of Borden Company, Young 
& Rubicam; Lu Peters-Ed Gordon, 
F. Livingston, Procter & Gamble 
Company, Dancer-Fitzgerald-Sample 

Newspapers, black & white: Doro- 
thy Christy, Frances Owen, Marshall 
Field & Co., direct; Fred Steffen 
Lee Stanley, Rudolph Wurlitzer 
Company, Leo Burnett Company 
(winner of two merit citations 
this classification). 

Editorial art: Peter Helck, Tony 
Palazzo, Esquire, direct; Ben Stahl 
Tony Palazzo, Esquire, direct; Tyrus 
Wong, Tony Palazzo, Coronet, direct: 
Joseph Feher, W. F. Hainline-Gordor 
Elliott, Successful Farming, direct. 

Design of complete advertisement: 
Johu Averill, John Averill, Collins 
Miller & Hutchings, direct; Chas. F 
Kuoni, Fred W. Boulton, Swift & 
J. Walter Thompson Company; Fran- 
cis Foley, Frances Owen, Marshal 
Field & Co., direct; Guissman, Le 
Stanley, Minnesota Valley Canning 
Company; Leo Burnett Company. 


WHDH Appoints Perkins 

George M. Perkins, former!) 
with Batten, Barton, Durstine & 
Osborn, New York, as radio ac- 
count executive in charge of the 
“Cavalcade of America” program 
for the Du Pont Company, has 
been appointed program manager 
of Station WHDH, Boston. 


Adkins Agency to Move 
A. L. Adkins Company, Sa” 
Francisco agency, will move its 
offices June 1 from 116 New Mont- 
gemery St. to 693 Mission St. 


in CIRCULATION 
in ADVERTISIN 
in LEADERSHIP. 
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LIKE TWO-FACED JANUS  . pen and ink drawing has two aspects: black 


on white, and white on black, which can be dramatically combined as Joseph Feher 
demonstrates. A one-color advertisement is a misnomer, for it can be given the full impact of 
two colors, black and white. The use of this technique in advertising is still in its infancy. 
Sharpness and fidelity of reproduction are essential to powerful pen and ink work. The idea that 
any line plate is a good line plate, is an idle rumor. At CM & H we give as much expert 

attention to the faithful reproduction of line copy as to full color work. The extra 

quality of fine line engravings shows up in the extra pulling power of “‘one-color”’ ads. 


This is a good reason for sending your line copy to CM & H. 


COLLINS, MILLER & HUTCHINGS Chicago Photoengravers 
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Philadelphia Co. 
Merger of Ad and 
Other Units ‘Cited 


PHILADELPHIA—Coordinated op- 
eration of four departments—ad- 
vertising, personnel, accounting 
and adjusting—currently save the 
Philadelphia Company $400,000 a 


CORONET 


year. 

Paul Coffman, president, Stand- 
ard Research Consultants, New 
York, made this statement for the 
$370,000,000 holding company last 
week in testifying against pro- 
posed segregation of 15 sub- 
sidiaries from the Philadelphia 
Company. 

The segregating proposal is be- 
ing considered by the Securities 
and Exchange Commission for the 
15 Pittsburgh area electric, gas 
and railway subsidiaries and par- 
ent company. Break up of the 
holding company, Mr. Coffman 
said, would result in a total an- 
nual loss of $1,090,589. 


Oberhuber Joins ‘LHJ’ 

Edward A.. Oberhuber has 
joined the promotion division of 
Ladies’ Home Journal, to special- 
ize in food store products. Mr. 
Oberhuber spent 11 years with 
General Foods Corporation before 
he was attached to OPA in Wash- 
ington as a specialist in food pric- 
ing. Later he served in the Navy, 
and has recently been active head 
of 6 O’Clock Foods. 


> 


Three Big Clients 


Leave Columbia; 
2 Switch to NBC 


NBC's Hooperating 
Said to Influence 
Sponsor Changeover 


New York—Accounts totalling 
approximately $1,500,000 were 
dropped from CBS billings last 
week when the Parker Pen Com- 
pany relinquished the time for 
two evening broadcasts, Rexall 
Drug Company shifted the Jimmy 
Durante show to NBC, and Ever- 
sharp moved “Take It or Leave 
It” to the same network. 

American Tobacco Company 
started the sponsor movement to 
NBC a few weeks ago when it 
changed Lucky Strike’s “Hit 


7. 


Parade” to that network from 
Columbia without missing a single 
broadcast. 

Influence of Hooperatings is be- 
lieved to be a big factor in the 
sponsor shift to NBC, which con- 
sistently gets the lion’s share of 
the top ratings on the semi- 
monthly reports of C. E. Hooper, 
Inc. Eleven programs out of the 
first 15 on the current report are 
NBC shows. 

NBC now has approximately 
160 affiliated stations, some 26 
of which are 50,000 watters, 
against 169 affiliated stations, 22 
of which are 50,000 watters, for 
Columbia. There is little differ- 
ence in the cost of night time on 
the two networks. 

A comparative network report 
based on BMB Study No. 1 gives 
NBC a 3,447,000 radio family 
listening (meaning that at least 
one member of the family listens 
to at least one network station at 
least once a week) advaritage 
over CBS for night audiences. 

Such veteran performers as 
Durante, who will move into the 


——> 


THAT HITS 
THE SPOT! 


In the morning, it pays its compli- 
ments to the toast, marmalade, eggs, 


bacon. 


At dinner, it supports the roast beef, 
potatoes, and pie. 


A snack from the icebox, later on, 
finds it on the table, too. 


If you know good coffee, you know 
what it is . . . a steaming, savory cup 
of Hills Bros. Coffee, one of the larg- 
est selling coffees in America. 


We have been associated with Hills 
Bros. Coffee, Inc., for 24 years. 


N. W. AYER & SON, INC. 


Philadelphia 


San Francisco 


Hollywood 


New York Chicago Detroit 


Boston Honolulu London 
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NEC spot vacated by Alan Young 
—9:30 p.m., EDT, Friday—when 
he returns to the air Oct. 3, are 
especially sensitive about their 
Hooper report cards. Durante’s 
current show will continue over 
CBS until July 4. Nothing has been 
forthcoming concerning the future 
of Alan Young, whose program 
was cancelled by Bristol Myers, 
effective at the end of this sea- 
son. 

Rexall Drug’s move to NBC wil] 
take place July 4 when the com- 
pany presents the first of a series 
of dramatic productions which wil] 
serve as a summer replacement 
for the long-nosed comedian. 
N. W. Ayer & Son is the agency, 


Changes Coming 


Eversharp’s quiz built around 
“the $64 question” will be heard 
over NBC airwaves starting at 
10 p.m. July 27. A successor to 
Phil Baker, who is leaving the 
show, has not as yet been named 
by Biow Company. 

Parker Pen will not renew its 
contract with “Information 
Please,” which finishes the cur- 
rent CBS series June 18. The pen 
company is said to have in- 
structed J. Walter Thompson 
Company to look around for a less 
expensive show. 

Dan Golenpaul is negotiating 
for a new backer for his high- 
brow question program, but has 
made no announcement concern- 
ing his decision. 

“Ned Calmer and the News” 
—Saturdays and Sundays, 8:55-9 
p.m., EDT, over CBS—will be 
taken over by Ludens following 
the expiration of Parker Pen’s 
contract for the newscast June 15. 
J. M. Mathes, Inc., is Ludens’ 
agency. This represents merely 
a change of sponsors and not a 
loss of time income for CBS. 


LUX RADIO THEATER 
TO REMAIN ON CBS 

New YorK—Lux Radio Theater 
—Lever Bros.’ popular Monday 
night program—has been signed 
for another 52 weeks on the Co- 
lumbia Broadcasting System, 
starting Aug. 25. The show re- 
turns to the air Aug. 25 after an 
eight-week hiatus. 

For several weeks there have 
been rumors that the show— 
fourth in the most recent Hooper 
report—would be moved to an- 
other network. Lux Radio Theater 
has been on the CBS schedule 
since July, 1935. J. Walter Thomp- 
son Company is the agency. 


WPEN Up for Sale 


WPEN, the Philadelphia Eve- 
ning Bulletin’s 5,000-watt inde- 
pendent radio station, has been 
offered for sale through Alfred M. 
Greenfield & Co., which recently 
negotiated sale of the Stern news- 
papers in Camden, N. J. FCC reg- 
ulations require that the Bulletin 
dispose of its interest in WPEN, 
since it has acquired the assets of 
the Philadelphia Record and Sta- 
tion WCAU, 50,000-watt CBS out- 
let. 


Appoints Shaw Agency 
Signal Electronics, New York, 
manufacturer of AC-DC battery 
portables, AM and FM radios and 
television sets, has appointed 
Shaw Associates, New York, (0 
handle forthcoming advertising in 
newspapers, general magazines, 
business papers, and direct mail. 
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SUBSCRIPTIONS h A DISTRIBUTION I 
(ANDY [INDUSTRY 


THE NEWSPAPER OF CONFECTIONERY BUSINESS 
Don Gussow, Publisher & Editor e 33 W. 42nd St., New York City 
Other Don Gussow Publications ® Bottling Industry * Tobacco Record 


tising volume 
tool Figures 
on request. 
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Emma States Appointed 


Mrs. Emma _ States, formerly 
woman’s page editor and director 
of the home economics depart- 


|ment of Spokesman-Review, Spo- 


kane, Wash., has been appointed 
director of the Pacific Kitchen, a 
home economics workshop which 


is an affiliate of the Pacific Na- | 


tional Advertising Agency. 


‘Management Conference 
'to Meet in New York 


The American Management As- 


| sociation will hold a two-day con- 
|ference at the Waldorf-Astoria | Hotel, Washington, May 29. More 
| Hotel, New York, June 11-12, at} than 6,000,000 elementary school 
industrial executives | children participated in this 20th 


problems, including necessity for 
stability in wages, prices and em- | 
ployment, operating procedures, | 
|labor relations and other aspects 
|of business problems. 


Spelling Bee Finalists 


to Receive Eversharps 
Thirty-five finalists in the Na- | 
‘tional Spelling Bee conducted by | 
the Scripps-Howard and _ other | 
|newspapers will each receive an | 
| Sversharp CA pen, engraved to 
| testify to the contestants’ ortho- | 
graphical skill. The pens will be | 


presented at a banquet in Willard | 


Like Peter pumpkin eater of the nursery rhymes, Lte 
Williams had a wife and couldn't (find a place to) keep 
her—and six small children!...On his release from Army 
Air Forces, they settled in something like a pumpkin 
shell...an eight-foot square, crackerbox trailer, in 
suburban Blue Island. 

Working as a railroad freight handler, Williams, for 
six months in his off time, answered ads, rode street cars, 
knocked on doors, chased rumors — without results. 


| will consider general management annual contest. | i oe 


| 
| 
| 
| 


few weeks later. Grateful Mrs. Williams thanked the 


Lord, and The Sun. 


The Sun gets action in Chicago...for any good cause, 


oa 
ee 5 
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» PAGING SERVICE , 
THE AUTOCALL COMPAN? pp Usual 
202 TUCKER AVE. . . . SHELBY, OnI0 the l 
"BUSINESS NECESSITY'—Merits of the oui 
Autocall paging service are pointed { 
up in this ad in the June issue of For. — 
tune, part of the national advertising first 
campaign revived by Autocall Cog! 0 
Shelby, O giant 
——_——. mills 
Autocall Resumes | '“" 
National Effort — 
ing 
After Long Lapse |'"* 
SHELBY, O.—Autocall Company,™ migh 
manufacturer of the Autocall pag-§ possi 
ing service and other signal andj mark 
control equipment, has started aff guarc 
drive to restore its name in the At i 
public consciousness after an ad-§ comp 
vertising void of several years § read) 
duration. the ;: 
Prior to last year, the company ambi 
had used no national advertising§f stray 


Then on March 22, Chicago Sun readers met the 
Williams family...saw pictures of five kids sleeping in 
a narrow upper bunk, eating off plates held in their laps, 
baby cradled in a clothes basket, parents taking turns 
sharing the only chair...a veteran's family living in an 
un-American way. 


Our in Syracuse, Indiana, H. L. Spencer, president of 
the Liberty Coach Co., and Sun reader, saw the pictures, 
couldn't forget the Williams’...on March 24 offered 
outright a $5,000 two-story trailer, with four rooms, 
kitchen-diner, porch — movie star model...delivered a 


or good merchandise. A wanted newspaper, premium 
priced at 5¢ a copy, The Sun has readers of principle and 
conviction, articulate and active...and enough of them 
to force the nomination of Chicago's present mayor, 
clean out any advertised stock of good values, back up 
a national brand or a national issue. They make The Sun 
productive enough to earn 13,700,000 lines of advertising 
last year...and often deliver sales at lowest cost. 

And while The Sun’‘s 300,000 circulation daily and 
450,000 Sunday doesn't reach all the Chicago market... 
no advertiser in Chicago today reaches all of it, or the 
best of it...without The Sun. 


since 1940, and the last compre- To 
hensive campaign before that wasff comp 
undertaken almost 15 years agofMall i: 
Its renewed effort, being  at-§ whic! 
| tempted on a limited budget under trian 
the direction of Bert Skelly, ad-§ aided 
vertising manager, includes spaceff and ¢ 
in Business Week, Fortune and visitc 
Nation’s Business, a strong direct tures 
| mail program, and trade advertis- I 
|ing in various product fields it 
serves. U. 
Since the company makes manyfg '€nts 
products, it was felt advisable tg sume 
open the campaign with a com-™° its 
bined institutional and selected ome 


product program, and then gradu-§ 240 
ally expand into the other product} daily 
fields. Alt 
encol 

No Models Used high 

Initial publication ads _ focusf§sters 


strong attention on the company’ 
Autocall paging service. Art work 
in both the national ads and di- 
rect mail pieces feature girls whi 
actually use the equipment, rather 


class 
to vi 
plant 
schec 


—_— 


be 
o: CHE CHICAGC 
400 West Madison St., Chicago 6, Ill. 
250 Park Avenue, New York 17, N. Y. 


) 


than professional models. The firs! 
ad in the national magazineé 
schedule shows an operator at thé 
signal board, with the caption 
“Yes! I always get my man!’ 
Succeeding copy adds: “When 4 
customer calls, when a visitor 3 
waiting; when one executiv 
needs to consult with anothel 
when emergencies arise, I always 
get my man, within seconds, }! 
means of Autocall paging serv 
ice.” 

The company has printed 4! 
,elaborate and colorful booklet 0! 
“The Great Time Saver—Auto 
call,” pointing to the saving 
time and money to be gainec 
many fields. Practical example 
of paging equipment application! 
are shown. Other literature als 
is planned. 

Autocall also has issued a book 
let, “Power Plant Signal & Col 
trol Equipment,” and will sta! 
advertising in this and _ othe 
product fields in the near futur 
Fire alarm systems, protective sf 
naling systems, sprinkler ke alt 
alarm systems and other eq.!PBBes, ju, 
ment in its extensive line also YY pub 
get a play later. - 


Joins Zimmer, McClaskeyB:. .; 
Graeme M. Gilmore, former's 
head of continuity and product 2 
of Station WAVE, Louisville, » BIN: 
joined Zimmer, McClaskey ' 


Kintner Advertising Agen! STAT 
Louisville, as radio director. 


ee 
Adve 
/\ he l) 
ee om |. 
| | J 
| 
Member > 
(agcerameee renner scm: ) oo. 
ae ~ = 
s s ee 
eee Seer: 
4 fi + a = i 
ja bow | mentee ) 
~ A abs ; rf j 
aa “dd 
y , ss ome 
| — “eee 
WN <oe  OOR > 
ee 
PC 
ee 
ee ‘ ¥, © ee ae sa es.” <i ; : 
cm - NN ee Sr Le —s oe : oe P 
a : “ae pe = i a ee i — .. ~ Bi . 
— ~~ — a") => Bae. eee 
ag —_ — = Otis. Be Le 27 a 
wd > fw > . \ <a ) io aa ps oe ee pa = 
~ = FEN ‘ Me uti! \- £ = 
; = et = Dae ‘ . £3 ‘ — 
3 X a . — a “ ( \ -<, i nl = 
mr ay | f) Ves, || lo aes 
Pb fe! ® . Meo , Pe a: é we . Ls ty F Be - 4 ) , 
Pe ie pe 4 I See 4 See | 1 & 
: . 7 ; B . ae « I a ; es " lis ‘4 go OR = i : 
iy 
» eee 
™ a wl 2 LS “ey : 
| ay te GN af “fer pom 


.oR Advertising Age, May 26, 1947 11 
through in supervised groups. marked departure from the com-| Prizes totalin 57 ‘-) SW i itting 
pa g $700 plus honor-;sweater girl submitting the best 
J. ,. Stee! Opens Although the Gary plant was;|pany’s original policy shortly able mention awards of free essay. Sterling Advert f. ing 
'open to the public for two days, after the turn of the century, sweaters will be awarded in two) Agency, New York, is the agency, 
. |the South Chicago plant confined When Judge Elbert H. Gary, first Classifications: to “most photo-|with Bert Nevins, Inc., handling 
lants ( Public ,its “Open House” to a one-day chairman of the board, made it S€™!¢ Sweater girls, and to the| public relations. 
|stand because of supply problems clear that he did not favor plant 
, . " 'which would have made longer | eye Later, however, he was one 
or First Time | Suspension of work unfeasible. pe ee first an motion 
a ee ea STANDARD 
st CuHIcaco — United States Steel | More Sen. Venere went | tained until about 10 years ago 
: | through the plant, about 60% of | 
“1 Corporation, whose austere plants them adults. About 12.000 went. when small supervised groups STUDIOS INC. 
te - for years have been virtually for- through Gary works the first day | were allowed to visit the plant. 
. bidden cities, invited the general (again about 60% adults), and | War, of course, ended any visiting. 
“< fppublic to its South Chicago and|.bout 18,000 the second day. The eae | a 
3. ig eng works May 14 and 15 | company’s safety precautions paid ‘Maps Sweater Contest 
for the company’s first “Open | of Only casualties reported were| Olympic Knitwear, New York, © 540 .N. MICHIGAN AVE, 
House” in one of the most un-|, pinched finger and a stumble) Will promote its third annual (and | ¢ 185 N WABASH AVE. 
any usual public relations projects in|}, f as |first postwar) Tish-U-Knit na-| vu . 
: y one of the women visitors. | ;: : | = 410 N. MICHIGAN AVE. 
1 OHIO the industry. 7k Gkdde Gack aif stations ware | tional sweater girl contest, July 1- | zy 
i More than 60,000 adults and gratifyingly ‘idle rw 1, Bi oy Be —_ sees of | v Wie — oe 
of the # children thronged through the two he SO Goreng rts, Charm, Glamour, E 
pointed slate ‘te rings Ais ce 7 for the| J Public invitation was a'! Life, Mademoiselle and Seventeen. WHltehal 3355 
des first time, the dramatic spectacle 
Tl Co of molten steel splashing into 
‘B giant containers, huge _ rolling | 
mills turning out steel I beams | 
le used in construction work, and | 
Ss various other phases of steel mill | [TT enn - - - eee > 
operation. ; H 
U. S. Steel’s greatest fear dur- | : ' 
se ing the two-day “Open House” | : ; 
was that less cautious visitors : ' 
npany,™ might get hurt. To offset any such . e ‘ ' ; 
ll pag-f possibility, the company carefully | Uoe MA | fagmugi Tl ' 
al andj marked lanes for visitors and ; 1 ' 
rted affguarded them by rope barriers. | : ' 
in the At intervals of 50 feet or less, | a! ! 
an ad- company workers were stationed, | ; 
years § ready to explain operations and at | a ' 
the same time keep an eye on a onthe owt care- H 
mpany§ ambitious visitors who might. a every Saturday night, and at : 
artising§§ stray into dangerous territory. h ld Sent — Th \ 
ompre-™ To guarantee safety further, the ome a ay sun rand 1s e 
at wasff company dispensed with virtually Press gravure section. Page j, 
rs agofall intra-plant transportation readerships over 80% are the | ) 
ig at-— which usually intersects pedes- | steno than th ti ' 
tunderfftrian lanes. Photographers were ‘ — a ahead ari ; 
ly, ad-@ aided with a battery of floodlights, =— ——— Only two gravure sections in ,; 
S space and amateur pt hey wrgpe among 1 the country—onein New York, : 
ve and—™ visitors were allowed to shoot pic- ' : c4 ! 
; direc tures to their satisfaction. Always something happening in the rich Pittsburgh Press ' the other = Detroit yest ' 
pegs Displays Consumer Goods market. Right now it’s Pittsburgh Consolidation Coal Com- ; raat aahiagistonhin linage an | | 
it ‘ ‘ pa 3 ' ‘ 
ow "ll U, & Steet diaplaved in circus | pany starting a revolutionary 120-million-dollar plant that will © Press gravure section 
s many ents at each plant various con- | convert solid coal into gas, oil, gasoline and chemicals right at ' | 
able ti sumer products which make use| he ti milli l roll. i 1 
S eniiel ite stecl, and teought closer to| the tipple . . . and support a 40 million dollar annual pay 
‘elected home the understanding of the Most of the workers on that payroll will be Press readers. : 
—_ ri steel plays in U. S. Most of the workers on current Pittsburgh payrolls are Press ; 
a Although the company did not readers. Seasoned advertisers, whose advertising makes them a ' 
encourage visitors of less than) r living year in and year out, know it. ' 
high school age, numerous young- That’s why The Press. even after i ‘ H 
; focusfsters attended. Many schools took . y cage LZ we . . ae ' 
npany's™ Classes en masse by chartered bus very reluctantly threw out 3) million xe 0000000000000 000000 ll 
rt workf§to visit the plants. At the Gary lines last year, carried 32% more ad- 
and digplant, many classes arranged vertising linage than the second paper. 
rls who schedules ahead of time and went 
, rather They’re owl-eyed with astonishment i 
+ ctl f { 
sete Jonasson’s, Pittsburgh’s No. 1 
r at the STARS OVER KMBC women’s specialty shop, and the 1 
caption nation’s No. I retailer of blouses, 
— =< _— grew 500% in the past 15 years. 
When 4 4 | Part of the explanation is in the ' 
isitor if ; record of the store’s newspaper : 
‘utiv advertising expenditures: ; 
another] | \ 
- always su : , ° ; 
nds. a about the newsprint situation, 
5, . 70,000 
ig serv | P but they manage to squeeze } 
—— sic: PRESS /~ an awful lot of advertising 
aaa a | — PG.\¢ = into The Press. You, too, | 
-— Auto | —" 3 ae may find it easier than you | 
ving © ss _— 1 think to get in... and reap ! | 
ae —a rm 4 those golden results for which | 
licatiot Se _ a The Press is famous ' 
ure 99a a3? at at at at? ath at? ait 1 aseeee especially if you give alternate 
» hod F insertion dates. Try it. 
00 i | 
& Co : 
ill 1 
d ofl Se Oe ee ee 0 dldl—s—s—sSsSs mem fe ; 
r fu 
ctive 
lel ill KMBC_ personali- 
r eq ine Martin is nation- Represented by the 
also \ can ie areas \\) 4 IN PITTSBURGH; IN CITY natant pein 
ite home economist ( oward Newspapers ) Par Avenue 
” cting both '’The Happy 7 ere ee oe eee ane ~salbg ho Oak Pog ; neh Cin 
laskey =i camenes ‘A M B C FIED ADVERTISING: IN RETAIL ADVERTISING; cinnati, Detroit, Fort Worth, Philadelphia 
Bive “a ” Sen Francisco 
—_ : = fond Polen, hg OF KANSAS CITY IN GENERAL ADVERTISING; IN TOTAL ADVERTISING. 
ville, h@ 
ive: “INCE 1928 BASIC CBS 
ger cMSTATION for MISSOURI and KANSAS 
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Art Wins All 


Art directors aren’t going to 
like us for this editorial. Neither 
are most of the people who have 
won advertising awards. Maybe 
no one will like us. But here 
goes: 

Competitions to pick ‘the best 
ad” give us a pain in the neck. 
We don’t believe they’re sound or 
sensible. We don’t believe that 
any jury—especially a jury of ad- 
men—can mull through hundreds 
of entries in an hour or two, or a 
day or two, and decide which of 
the entries gets a gold or silver 
medal. Most belligerently of all, 
we don’t believe that juries heav- 
ily weighted with art directors 
are able to pick ‘“‘the best ad.” 

We have no quarrel with the| 
various art directors’ awards.| 
None whatever. We believe that; 
artists and art directors are com- | 
petent, or at least reasonably | 
competent, to decide which of 912 
black-and-white drawings is the 
best, or which color photo is the 
best. That’s easy: competent tech- 
nicians or artists can look at the 
material, and reach conclusion 
based on something that their 
eyes telegraph to their brains. 

But when it comes to the “best | 
ad” the “best campaign,” 
entirely different and 
Le 


a 


or an | 


infinitely | 


ADVERTISING AGE has been criti- 
cized in some quarters for open- 
ing its pages to a discussion of the 
agency profit situation. We think | 
such criticism is not justified. As 
we have told several people, we 
conceive one of the functions of | 
an honest trade press—and not | 
the least important—to be that of 
airing disagreements among seg- 
ments of our readership, and pro-| 
viding a forum for the discussion 
of controversial issues. 

It happens that we ourselves | 
disagree, in large measure, with| 
the adman who started the dis-| 
off by insisting th a t| 
agency profits ought to be bigger 
now than ever before. We have} 
talked to too many agency prin-| 


cussion 


cipals in recent months who are 
seriously worried about “profitless 
prosperity.” 

There little doubt that, 
in general, agency profit margins 


} 


can be 


have been shrinking in recent} 

. | 
years, and are now alarmingly 
small in many instances. There 


can also be little doubt that there | 
is waste in the agency 
perhaps more waste than in other 
businesses. Some of this waste, 
and sometimes most of it, can bel 


business; 


the Awards 

more complex scale of values ap- 
plies. We don’t believe that art 
directors or artists are competent 
to apply that scale of values. We 
doubt that anyone is. The “best 
ad” or the “‘best campaign” should 
have done something to the people 
to whom it was addresséd. It 
should not have induced them to 


—lLichty, Chicago Times 


“We are probing the newsprint shortage, gentlemen—and | daresay we shall 
find it's a plot to keep my speeches out of the papers!" 


cry out: “That’s a wonderful ad.” | Please, Judge 


It should have induced them to| 
say to themselves: “That’s the | 
best product I’ve run across. I’m 
going to buy some.” 

No adman _ seems completely | 
able to determine which ads will! 
get this kind of response from a|} 
potential customer, just by look- | 
ing at them. That’s why there’s 
so much research, so much copy 
testing going on all the time. 

When a competition for the 
“best ad” can be decided upon the 
basis of what the ad did to the| 
people at whom it was aimed— 
that is, what results it achieved— 
then our faith in the importance 
and the value of copy-judging | 
competitions will increase. As 
things stand now, we have too) 
strong a suspicion that the best 
looking ads win all the prizes, in- 
stead of the best selling ads. The 
two are not necessarily synony- 
mous. 


The Picture on Agency Profits 


traced right back to the client. 


What bothers us most is the} 
clear indication that there are a} 
good many instances in which) 


mutual confidence and respect be- 
tween agency and advertising 
manager have not fully flowered. 
As one agency executive has 
pointed out, agencies have ap- 


of explaining exactly what they 
do and how much it costs, all up 
and down the line in some clients’ 
organizations. 

On the other hand, it is per- 


fectly obvious that much of the) 


difficulty comes, not because the 
agency makes too much, but be- 
cause the advertising manager 
makes too little. In all too many 
instances, management still seems 
to think there is nothing wrong 
with having a big-league budget 
administered by men who get 
bush-league pay and have little 
authority. 

The big league advertising man- 
ager, with real stature in his com- 
pahy and adequate compensation, 


never worries about whether 
he’s getting his money’s worth 
from his agency. If he isn’t, he 


sets about getting a new agency. 


arently td da job | Ay 
ay aS oe SS oe J°° | trenches in this war, although the 


Judge Justin Miller, president 
of National Association of Broad- 
casters, gave one of his impas- 
sioned defenses of radio on CBS’ 


“Opinion, Please,” show recently. 


Impassioned, the Ad-libber ought 
to say, to 
ludicrous. 
“Ts radio doing a good job?” the 
judge asked rhetorically. “Ask 
the boys who, in the frontline 
trenches, heard the latest news 
and the best entertainment, and 
even the voices of the folks at 


home. Ask the ex-servicemen on | 
beds of pain and suffering, who | 


find escape and surcease 
wide variety of 
available to them at all hours. 
Ask the lonely, crippled old 
grandmother, sitting in her rock- 
ing chair, listening to her favorite 
hymns, the reassuring message of 
her minister, the voice of the en- 
chanting world from which she is 
exiled. . .” 

The judge also urged his audi- 
ence to ask millions of humble 
householders, lighthouse keepers, 
woodsmen, ranchers, taxi drivers, 
schoolboys, busy housewives, busy 
men, farmers, 
listen to the voice of education. 

All of what the judge says is 
true, of course, in sort of a colora- 
tura fashion. Although “front 
line trenches” might lead you to 
think the judge was 
a war in 
we know it was unknown. There 
have been some front line 


in the 
entertainment 


slit trench and the foxhole were 
infinitely more fashionable. 
the number of guys tucked cozily 
into their pits listening to port- 
ables or convenient loud speakers 
was probably severely limited. 


11 Year Recall 

Carl Wilkins, advertising man- 
ager of Gerber Products Com- 
pany, Fremont, Mich., recently 
received a request for an adver- 
tising display —nothing unusual 
about that, except that the display 
was advertised in Progressive 
Grocer’s April, 1936, issue. The 
display, a shelf rack, was re- 
quested by L. L. Laser, manager 
of the Red & White Stores, Pratt- 
ville, Mich. He got one, one of 


the two samples remaining in 
stock. 
Mr. Wilkins reminded him, 


naturally, that while a lot had 
happened since the rack was ad- 


the point of being) 


and people who} 


describing | 
which broadcasting as | 


And | 


vertised 11 years ago, including a 
skyrocket rise in food prices, he 


could still buy Gerber’s baby 
foods for 4% less than he could 
‘in 1936. 


‘Safety First 

Down in Elizabeth City, N. C., 
Station WCNC has a Juvenile Fun 
Time program sponsored by two 
dairies, broadcast from the school 
;}auditorium. It held a 26-week 
| safety contest, entries based on 10 
commandments of safety. The 
| winner was fourth-grader Kay 
| Gray, and her commandments fol- 
low: 


1 When you hear the fire bell, 
remember your instructions well. 
| 2. Never bother gas jets; you may 
j}have serious regrets. 
3. Beware of strange pills; some- 


| times they’re the kind that kills 


| 4. Traffic rules obey or it may be 
|} your last day. 
| 5. Don't chase balls into the 
street; accidents you'll surely meet. 
6. Learn to swim. Keep out of 
water until then. 
7. Beware of guns, they're dan- 
gxerous, boys! 
8. Don’t play with sharp knives. 


They're not toys! 

%. Don’t play with matches. 
| start a fire! 

10. Don’t press 
your father’s car. 


You'll 


the gadgets on 


_Names Dept. 

When Larry Nuss, 
{time for Station WDGY, Minne- 
|apolis, called on the Welander- 
Quist Funeral Home, he was told 
to contact the agency—Graves & 
Associates. 


Jottings 

Klau- Van Pietersom - Dunlap 
Associates, Milwaukee agency, not 
only saw to it that its employes 
got flu shots last winter, but ac- 
tually kept a box score on their 
reactions. Some 50% _ reported 
redness point of injection, 
64.4% 
said it “itched like mad, badly 
bruised.” .. 

Northwest Airlines’ will 
Filipino girls as hostesses on its 
Orient runs... 

Charles K. MacDermut, 


at 


editor 


: 
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The following documents may be 
secured without charge from com- 
| panies sponsoring them, or through 
| ADVERTISING AGE, by any national 


/advertiser or advertising agency 
/executive writing on his busines: 
‘letterhead. Address ADVERTISING 
| AcE, 100 E. Ohio St., Chicago 11, 
| Ill. 

| 


| No. 2799. Concentrated Coverage 
for a Key Market. 

Data on the Tacoma - Pierce 
County market area is contained 
in this folder, issued by the Ta- 
coma News Tribune, which says 
that the Puget Sound region 
counts for more than 50% of 
, Washington state’s population, re- 
tail sales, industrial payroll and 
effective buying income. Coverage 
by the News Tribune of Tacoma. 
Pierce County and the retail trad- 
ing zone is given in detail. 


No. 2800. 1947 Market Facts oi 
the Billion Dollar Ohio Select 
List Market. 

John W. Cullen Company, pub- 
lishers’ representative, has issued 
this brochure, which was prepared 
for the 49 newspapers of the Ohi 
Select List. Following a discus- 
sion of the Ohio market and the 
idea behind the Ohio Select List 
the study tabulates retail sales fo. 
Ohio cities and Ohio Select Lis’ 
circulation and then covers in de- 
tail the markets for each news- 
paper of the group and illustrates 


ac- 


each with a map of its trade 
area. 
No. 2797. Meeting Place for Ii- 


dustrial Buyer and Seller. 


The Financial Post, busine 
newspaper published by Maclean- 
Hunter, Toronto, has issued th 
“pictorial review” of industria 
advertising appearing in its pages 
Typical ads of Canadian industria 
leaders are reproduced in minia- 
ture, with their original sizes in- 
dicated. A_ section called “The 
Company You Keep” lists 330 con- 
tract advertisers and the names 
their agencies. 


No. 2798. WQXR 
Study. 

After a wartime lapse, Station 
WQXR, New York, has reinstated 
its market analysis service wit! 
this new study of 1,724 WQXR 
families and the brands they bu; 


1947 Market 


‘ae trademarked brands of the 


following products are used regu- 
larly in your home?” was the 


,question asked, and this repor' 


who sells) 


tabulates the answers for 18 items 


| No. 2788. Facts About the Wasii- 


'D. C., has issued this report 


ington Radio Audience. 
Station WRC, Washington 
on 
its January, 1947, area sampling 
study. Graphs and figures show 
the number of Washington raul 
homes and number of radios )¢! 
home; auto radios and listeni's 


| favorite stations; and early m« 


reported soreness, and 7.1% | 


use | 


of Photographic Trade News, has| 


gone to the trouble of putting into 
booklet form a lesson for com- 
panies sending news releases. It’s 
called “Your News Release, Asset 
or Liability?” PTN’s 
carry them, too... 
Headline in the Licensed Bev- 
erage Institute Newsletter: 
“Shortage of Materials Seen Cause 
of Decline in Illicit Distilling.” . . 


ing and late evening listening 


No. 2772. Syndicated Sundit 
Magazines—An Appraisal 
“The advertiser or adverti: n£ 
| agency which refers to adverti: ing 
in syndicated Sunday magaz es 
as ‘advertising in Sunday ne vs- 
papers,’ or as ‘advertising in nevS- 
paper supplements,’ when pror 0!- 
ing this advertising to the s le 
force or trade, is throwing a‘’@y 
valuable merchandising pow ¢' 
which has been bought and pale 


salesmen | 


for.” This is one of the pons 
made in an evaluation of sy" 
dicated Sunday magazines 
Lionel Moses, vice-president 
Parade Publication, Inc., wi 
he illustrates with a case his‘0r 


cited as a typical example. 
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More advertisers used more space 
in Field & Stream than in any 
other sportsman’s magazine 


IeT Age 


Pierce 
tained 
e Ta- 
1 Says 
Mm ac- 
% of 
nm, re- 
1 and 
verage 
coma, 
trad- 


ets On 
Select 


_ pub- 
issued 
‘pared 
» Ohi 
iscus- 
id the 
t List 
es for 
t List 
in de- 
news- 
strates 
trade 


or i- 
er. 
isine 
clea) 
d th 
ustrii 
page: 
ustria 
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es in- 
“The 
0 con- 
nes « 


farket 


statio: 
stated 
1 witl 
NQXR 
y buy 
of the 
regu- 
isthe For the past 36 years, as well 
report ° ° 

ows as the first five months of 1947, 
Wash- Field & Stream has carried more 
advertising than any other magazine 


ort or in the outdoor field. 


radi The reason for this outstanding record is 
sping —Field & Stream produces sales! 


ng The many advertisers who make 

mday Field & Stream a “must” on their 

rti: ing outdoor lists will tell you: It’s far more 
. important to reach the key sportsmen 

than to reach the most people! 


‘| Meld & Stream 


Ls 
in ONE SPORTSMAN’S MAGAZINE | 
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Army Asks Bids 
from 13 Agencies 


for 48 Account 


Recruiting Costs 
to Hit $4,500,000; | 
Ayer Now in Charge 


WASHINGTON—Spirited competi- 
tion for the regular Army re-| 
cruiting advertising contract 
shaped up this week following a. 
War Department letter inviting 
13 “top billings” agencies to sub- 
mit presentations for a 1948 drive. 

The big recruiting contract— 
leading newspaper advertiser of 
1946—currently held by N. W. 
Ayer & Son, was thrown open 
under a new War Department 
regulation calling for competitive 
bids on all goods and services 
used by the Army. 

While officials of the military 
personnel recruiting service were 
unwilling to reveal the response 
to the invitation, they reported | 
that several agencies were repre- 
sented last week at the presenta- 
tion of “The War Department’s 
story” of 1948 prospects. 

Agency representatives were 


told that, contingent upon the | 
approval of Congress, War De-| 
partment recruiting advertising 


and public relations will run about | 
$4,500,000 during fiscal 1948, only | 
slightly below the $5,000,000 avail- | 
able for 1947. 


Seek More eis 


Officials explained they hoped 
to step up recruiting to 30,000 | 
men a month, and outlined the 
War Department resources that | 
would be available to the success- 


| 
| 


May We Suggest 


Now is the time to employ our counsel and 
services to insure best acceptance, maximum 
use, consistent results. 

We are o Display Agency and cooperate 
fully with your advertising agency to “Pipe- 
in” the force of national advertising. 


36 Pages . 420 Pictures 
.. an Exhibit of Performance. 
Write for a copy of it Today 
on your business letterhead. 


W. L. STENSGAARD 
e _AND re tte INC. 


H JUSTINE on 


/on the potential market for man- 


ful agency. 
Spokesmen for 
General’s office 


These agencies, all with billings 
exceeding $20,000,000, are: J. 
Walter Thompson Company; 
Young & Rubicam; Ayer; BBDO; 
power, as the War Department | McCann-Erickson; Foote, Cone & | 
sees it, but also the special fiscal| Belding; Ruthrauff & Ryan;} 


the Adjutant | 
not only touched 


considerations involved in the ac- | Dancer-Fitzgerald - Sample; Biow 
count. | Company; Grant Advertising; | 
A spokesman for the recruiting | Benton & Bowles; Compton Ad- 


service said that the invitations | | vertising and D’Arcy Advertising | 


went to the “top 13” agencies | | Company. 
listed in the annual ADVERTISING | The War Department explained 
AcE billings report published | that experience with national re- | 
Feb. 3. |cruiting advertising since 


| showed that, 


| handling 


“to be reasonably 
assured of success in reaching its 
manpower goal,” the invitation 
should be limited to those agen- 
cies ‘whose known resources, 


staffs and broad experience in all | 


fields of media and public rela- 
tions are immediately capable of | 
the volume and nu- 
merous services required by this 
task.” 

Following the meeting here last 
week, individual agencies were 


1940 | invited to return during June to 
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make their presentations before 
the board of officers responsi)]e 
for the selection. 


Ads to Build Prestige 


Currently War Department ha- 
tional advertising is designed t, 
build the prestige of the Ariny 
‘and the soldier’s job. 

In that respect it has been re- 
| markably successful, War De- 
partment officials believe. The, 
compare the low public opinion 
,of regular Army life noted ip 
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Gallup surveys of late 1945 with 
recent studies which show the 
public favorably impressed with 


In addition to spot announce- 
ments on all radio stations, War 
| Department has three network 


Three to deSauve-Pine 
Franklin Glass Company, Globe 


Parker to Launch 


15 


described as dry-writing and per- 
manently brilliant. Four - ounce 
bottles will sell at 50 cents. 


the need for a regular Army of | shows and two platter shows. Saat Gees Maene  eercae” a Superchrome Ink The campaign will open with 
a 1,000,000 men. |fall, it sponsored football broad- | jocated in Providence, R. I., have|¥ 8 W k D . a two-color spread in The Satur- 
d = Under Ayer, War Department | casts on ABC and Mutual. |placed their advertising with In 0-Wwee rive |day Evening Post and announce- 
‘a ‘o B recruiting ads run in all news-| ne deSauve-Pine & Associates, Provi- JANESVILLE, Wis.— Parker Pen)| ment on the “Information Please” 
Army papers of general circulation; pub- McNutt Opens Agen dence. Company will spend $352,000 in| program on CBS, May 28. A two- 
| lications issued two, three, four : wi dt oneness an intensive six-week campaign, page color ad will appear in Life 
. ®- Band five times weekly; all weekly ce fog ts Be gi od Ml ‘Stewart Joins Ad Staff beginning May 28, to launch| June 16 and in Time June 30, and 
The forge Pee 1,500,000 be esccgten & Gardner's San Pranciaco office, R. K. Stewart has joined the <* ggamiimaaas a new quick-deyien | Sene-oaton. —— i 
inion Qo. VEE'Y BEwSpapers, farm pud-|has opened his own advertising | advertising staff of Plant Admin- Ink. ; | pear in the Post June and in 
d lications, and publications widely agency at 1815 Telegraph Ave.,|istration, Toronto, a Maclean- Developed specifically for the Look June 24. 
“ '\ Bcirculated within the service. Oakland, Cal. Hunter publication. Parker “51” pen, Superchrome is| J. Walter Thompson Company. 


| Chicago, handles the account. 


‘Morrison Elected 


The Washington State Fruit 
Commission has elected one of 

= its original sponsors as commis- 
sion chairman. Charles Morrison 
of Zillah was named at the first 
meeting, during which the com- 
mission accepted the proferred 

loan of $15,000 from the state 


apple advertising commission, and 
agreed to underwrite 30% of all 
advertising costs of the North- 
west Cherry Bureau. 


ee , Pr 
We're Going | 


thea) \ 


, of the attitude of 
progressive restaurant oper- 
ators everywhere is that of 
Fred S. Cox (left above) and 
Walter T. Auer, owners of The 
Colonial at Decatur, Ill. who re- 
cently opened their new $100,000 
restaurant. 


W 
Rememper the old quip about searching for a lost horse —‘Where would you go if you 
were a horse?’ That’s the sort of question a good space buyer asks. Find the publications 


your potential customers read with a specialized interest — their minds alert and wide open 


to everything new. Reach those minds and the response is certain to be high. It’s the kind 
of success that wins bouquets for the agency after the ads have run rather than just when 


the campaign is being sold to the boss.”’ 


by DAVID M. BOTSFORD 
BOTSFORD, CONSTANTINE & GARDNER 


* * * 


Throughout the industry long delayed 

plans for new construction, remodeling, 
re-equipping and redecorating are 
going forward now—a market of bil- 
lions of dollars for everything used in 
food buying, preparation and service. 


Yes, Mr. Botsford, and it's the kind of success advertisers have been 
achieving in Popular Mechanics since 1902. Month after month this 
fact-packed magazine is devoured by a concentrated audience of 


alert, inquisitive “P.M. MINDS”... minds that read, absorb and act. 


Operators like Mr. Auer and Mr. Cox 
who know that their industry is headed 
for business far in excess of the 
20,000,000 meal a day pre-war level 
are saying, ‘We're going ahead!” 


Readership studies now show more than 3.7 MILLION of these extra- 
receptive MALE “P.M. MINDS" —a big, result-producing market for any 


man-bought product from ties to tires. 


Manufacturers of equipment and sup- 
plies, new construction, remodeling and 
decorating necessities as well as food 
and beverage producers who want to 
go ahead with the restaurant industry 
are advertising in the publication that 
is showing restaurants how to go 
ahead -- AMERICAN RESTAURANT 
MAGAZINE. 


Write today for the facts 
about this industry and 


this public ation’s service 


to it! 


AMERICAN RESTAURANT 


MAGAZINE 
+ CHICAGO 3 


5 S. WABASH AVE. 
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Gulf Oil Airs New Show 


Gulf Oil 
burgh, will sponsor a new bi-|New York 


|Adds Prague Affiliate 


Pitts- | Gotham Advertising Company, 
export advertising 


Corporation, 


weekly daytime program starring|agency, has completed arrange- 
singer Gordon MacRae on WNBC | ments with an advertising agency 


starting May 27 at 12:45 p.m., 
EDT. The contract, placed through | as 
Young & Rubicam, 
week series. 


in Prague, Czechoslovakia, to act 
Gotham’s associate in that 
country. The new affiliate bring 
Gotham’s overseas affiliates to 51. 


is for a 16- 


WHOS: cenit 


THE LIONS SHARE | 


How the 
uestion, 
ompany 


We serve 


inesemearrm 


principal areas inhabited by Negroes in the U. S. This is the only study 
of its kind ever conducted. Reserve your copy on your letterhead now. 


INTERSTATE UNITED NEWSPAPERS, Inc. 


545 FIFTH AVENUE 


American Negro agents ten billion dollars feist is a vital 
to which we will soon have the answer. The Research 
of America is making a brand preference study of the 25 


24 times as many Negro papers as all other representatives. 


NEW YORK @ CHICAGO e@ DETROIT 
NEW YORK 17, N. Y. 


Defend Benton's 
Record as Chief 
of U.S. ‘Voice’ 


WASHINGTON—A quintet of out- 
standing business leaders. at- 
tempted last week to spike a 
Congressional move to “sacrifice” 
Under Secretary of State William 
Benton as “the price” for con- 
tinuation of “Voice of America” 
shortwave radio broadcasts to the 
world. 

“The kind of criticism that is 
now being leveled at Bill Benton 
is the kind of thing that keeps 
responsible and able people from 
going into government work,” the 
quintet wrote the Washington 
Post. It included Paul G. Hoff- 


man, president of Studebaker 
Corporation; Sen. Ralph Flanders 


(R., Vt.), former research chief | 


for CED; Eric Johnston, president, 
Motion Picture Association; Wal- 
ter D. Fuller, president, Curtis 
Publishing Company, and Marion 
B. Folsom, treasurer, Eastman 
Kodak Company. 

“The sudden decision that the 
operation is important, but that 
there must be something the mat- 
ter with Benton, is an old and 
familiar pattern in government, 
and one that we protest in this 
case,” the group said. Benton’s 
record as a business man and an 
administrator “is well known to 
those in the business community,” 
they declared. 


Cites Business Record 


“He is one of the most success- 
ful independent business men in 
the United States; one of us can 
speak with authority on the sub- 


KULAK COLLECTIVES IN U.S. 


rn 


INS ~~, 


Ten Illinois farmers each chipped in $102.50 to 
buy a $1,025 straw baler . . . used it on pre-arranged 
schedule, rented it the rest of the time . . . ended the 
season with a small bank reserve. 

In New Glarus, Wis. subscriptions of $43 from 13 
farmers bought a $559 power sprayer to kill weeds. 
Rental of the sprayer repaid its cost the first season. 

Co-operative ownership of orchard sprays started 
thirty years ago in Wisconsin . . . 


Today 170 co-op 


COLLUSIVE COUPLES... 
Henry Fullerton, 71 year old owner of 
successful Rockford, Ia. farm, didn’t want 
to sell and retire ... took in a young vet 
and wife with whom he now runs farm on 
partner basis . . . See ““There’s Sense In A 
*, page 26, May SF. 


my, 


Two-Family Farm’ 


TERRIBLE TOVARICH... 
Lee Poorbaugh, York County, 
at 33 has developed and 


ies 


college trained, 


owns two farms, represents the new 


type of business man farmer ... is alsoa 
member and officer in six farm clubs and 


Poorbaugh -A 
May. 


organizations! ... “Lee 


Professional Farmer’’, page 6, SF 


SuccessFUL FARMING is the only medium concentrated in the top 
farm bracket, the one farm publication with coverage, least waste, 
fewest non-farm readers, minimum duplication by non-farm magaz 

_ No national advertising schedule is really national without it! . 


Data from any SF representative . . . 


New York. Chicago. Cleveland, Detroit, Atlanta, 


far Sch bee 


spray rings have 2,291 members throughout the state. 
Across the country, other groups jointly own, use 

and lease for hire tractors, threshers, ensilage cutters, 

lime spreaders, corn pickers, storage buildings. 
“Can Neighbors Own Machines Together?”’ in 


the May SuccessFuL FARMING. . 


. affords interesting 


instances of the American Aulak going his Russian 
brethren one better without losing private property 


or free status... 


need not mean state farming . 


. proves that farm industrialization 


. suggests the vast 


machinery markets opening in American agriculture. 


SELFISH CAPITALISTS... 


SUCCESSFUL FARMING... 
San Francisco, 


will also find in SuccESSFUL 
FARMING other opportunities 
for profit among 1,200,000 SF 


subscribers. Segregated in the 15 Heart States with 
the best soil, SF farmers have the heaviest investments, 
highest incomes ($7,860 gross in 1946) of all U.S. 
farmers . . . best brains, methods and machinery 
engaged in farming as a business! With five prosperous 
years and big savings, this farm audience is the best 
class market in the world today—and unfortunately 


a market most missed by national advertisers! 


Des Moines, 
Los 


Angeles. 


| 


land of 


t 


Advertising Age, May 26, 147 
ject, because Mr. Hoffman serves 
as a member of the board of 4dj- 
rectors of Encyclopedia Britannica 
Britannica Films, and 
knows of the extraordinary prog. 
ress these companies made under 
Benton’s leadership in the past 
five years.” 

The letter was prompted by a 
Post editorial of May 7, estimat- 
ing that the objection to the “Voice 
of America” seems “to have less 
to do with the idea than with the 


man responsible for its execu- 
tion.” 
The Post, an ardent advocate 


of the broadcasting program, then 
went on to. suggest: “We hope 
that Secretary Marshall will take 
the hint and then renew his re- 
quest. The program’s the thing, 
not the man.” 

In their reply, the five Bento) 
defenders pointed to his record 
in merging three wartime govern- 
ment information agencies—those 
of Nelson Rockefeller, Archibald 
MacLeish and Elmer Davis—and 
reducing the personnel from 
roughly 11,000 to 3,000 in the 
space of a few months. 

“This was an achievement in 
administration of which the State 
| Department can well be proud,” 
the letter said. 


Urges ‘Mirror Approach’ 


Mr. Benton himself talked back 
directly to Congressional critics 
who felt the “Voice of America” 
should have a “message.”’ 

Testifying before the House for- 
eign affairs committee, he said. 
“the mirror approach—reflecting 
American life as it is,” may be 
more costly than “a showcase ap- 
proach,” but our reputation for 
truth will eventually prove 
valuable asset. 

With the concurrence of 
retary George Marshall, he con- 
tended that our immediate job 
to tell the world about America 
as it is, must be differentiated 
from the wartime propaganda as- 
signment of the OWI, which at- 
tempted to win friends abroad in 
support of our military operations 


CLUB PLANS DRIVE 


HoLLywoop—A national drive 
by advertising clubs in majo! 
|cities will be organized by the 
| Hollywood Advertising Club in an 
effort to continue the “Voice of 
America” broadcasts and other ac- 
tivities of the international infor- 
mation service of the State De- 
| partment, it was announced here 
by Walter Van De Kamp, presi- 
dent. 

A resolution passed by the club's 
‘board of directors strongly pro- 
'tested cancellation of the ap- 
propriation for the international 
information service, and particu- 
larly the “Voice of America” 
shortwave broadcasts. 


Sec- 


Tri-Sulex Names Picard 


Tri-Sulex Corporation of New 
York, maker of undercoating fo! 
automobiles, trucks and_ buses. 


has placed its advertising with 
Picard Advertising Compan: 
New York. 


Puccini Adds Duties 


Allen W. Puccini, media head o! 
Paul Klemtner & Co., Newark 
marketing agency, has been ap- 


pointed production manager. He 


will now head both departments 
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WITH PICTURES—The new insurance 

policy issued by Allstate Insurance Co., 

Chicago, uses illustrations to show the 

various types of coverage contained 
in the policy. 


Allstate Offers 
Insurance Policy 
—With Pictures | 


Cuicaco—For the first time, 
owners of automobile insurance 
policies can tell at a quick glance | 
the general terms of coverage in | 
their policies—if they own All- 


state insurance, written by Allstate 
Insurance Company, a EIA | 
of Sears, Roebuck & Co. 

Printed in two colors, the pol- | 
icy form will do much, the com- | 
pany feels, to eliminate the old | 
complaint so often voiced by in- | 
surance policyholders, “I can’t 
make any sense out of my policy.” 
Each type of coverage is illus- | 
trated with a thumbnail pen and 
ink sketch highlighted on a color | 
border. 

Eugene Williams, vice-president 
and sales manager for Allstate, 
said the wording of the policy is 
in no way different from more 
prosaic forms. 


Nimmo Joins R&R 

J. H. Nimmo, recently doing 
automobile publicity, has joined 
Ruthrauff & Ryan as press rela- 
tions manager of the Detroit office 
and the Dodge division account. 


Showmanship 
campaigns, designs, 

| production, distribution 
ee for | ' : : 
CHICAGO SHO 


PRINTING CO. | 
2620 Moxa Chie 


FC&B Adds 2 in Dayton 


Foote, Cone & Belding has 
added Ralph Cain, formerly ad- 
vertising manager, Hobart Mfg. 
Company, Troy, O., and W. H. 
Stone, of FC&B’s Chicago office, 
to the Dayton staff, to aid in han- 
dling an expanded program for 
Frigidaire division of General 
Motors Corporation. 


Appoints Buchen Co. 


The Buchen Company, Chicago, 
has been appointed to direct the 
advertising and sales promotion 
of Illinois Testing Laboratories, 
Inc., Chicago, manufacturer of 
specialized precision control in- 
struments for industry. Business 
papers and direct mail will be 
used. 


Names Bozell & Jacobs 


Storz Brewing Company, 
Omaha, maker of Triumph and 
Gold Crest beer, has transferred 
its account from Buchanan- 


Thomas Advertising Company, 
Omaha, to Bozell & Jacobs, 
Omaha. Newspapers, radio, out- 


door and point of sale will be 
used. 


Canada Agency Elects 


Cc. C. Hammond, treasurer and 
Montreal manager of Cockfield, 
Brown & Co., has been elected 
vice-president. He will also con- 
tinue as Montreal manager. A. 
Archibald, secretary and comp- 
troller, has been elected secretary- 
treasurer, and D. R. McRobie has 
been made a director. 


Starts Consumer Panel 


Fisher Flouring Mills Com- 
pany, Seattle, has organized a 
consumer panel of nearly 200 
housewives to test its products 
and new recipes. It believes that 
home trials provide a_ better 
check than those of home econo- 
mists. Pacific National Advertis- 
ing Agency, Seattle, handles the 
account. 


Harold A. Stretch 
Publisher 


of the 
Courier-Post Newspapers 
Camden, N. J. 
takes pleasure in announcing 
the appointment 
of the 


George A. McDevitt Company 


as its 
National Advertising Representative 


Offices in New York - Chicago - Philadelphia - Detroit - Cleveland 


Subway Poster Designed by 
EK. McKNIGHT KAUFFER 


NEW YORK 


Recognized on both sides of 
the Atlantic as one of the 
most distinguished leaders 


in modern poster art. 


No. 1 of a Series of New York Subway Poster Designs. 


-PERFO RM 


- DAILY BEFORE FIVE MILLION 


E-Mcksig : Kau : 


Subway posters perform ... daily ... before five million pairs of eyes. No matter what New Yorkers’ 


preferences may be .. 


Subway posters .. 


always illuminated and in plain sight of the subway riders . . 


COVERAGE—-89° , 


NEW YORK SUBWAYS ADVERTISING 


of adults: 


. in music .. 


REPETITION 


. entertainment .. . 


-26 per month; COLOR- 


COMPANY. 


reading 


INC., 630 FIFTH AVE.. 


; they all see subway station posters. 


. strategically located within a few steps of thousands of New York’s retail stores . . . 


New York: 


. offer a combination unique in 


all you want. 


NEW YORK 20, N. Y. 
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Cincinnati Agency 


_ to Hit AFL Ad 


CINCINNATI—Among those who 
saw a large-space ad by the 
American Federation of Labor in 
the Enquirer here recently was 
Frederic Kammann, vice-presi- 
dent and manager of the local 
office of Roy S. Durstine, Inc. 

Mr. Kammann did not particu- 
larly share the views of the AFL, 
as expressed in its ad, and next 
day the Enquirer carried an an- 
swering advertisement by the 
agency executive. 

“A free America cannot exist 
without Free Labor,” the AFL ad 
said, in urging opposition to pend- 
ing Congressional action altering 
labor laws. 

“Yes, we need ‘Free Labor,’ but 
Free to do what?” Mr. Kammann 
retorted. 

“T share with the rest of the 
public,” he said, “the experience 
of having my affairs, both busi- 


Offices in Chicago 
New York * Detroit 
St. Lovis * Los Angeles 


San Francisco 


: JOHN 


& COMPANY 


REPRESENTING LEADING RADIO STATIONS 


4° Offices in Chicago 
ne on™ New York + Detroit 
) St. Louis + Los Angeles 
x0 we San Francisco 


& COMPANY 


REPREGENTING LEADING RADIO GTATION® 


hi 


| ness 
-messed up by ‘Free’ Labor. 


Exec Takes Space 


and. private, periodically 


Several Offer Support 


“They are ‘free’ to cut off my 
fuel, ‘free’ to interrupt my com- 
munications, they stop my food 
deliveries, they shut off my elec- 
tricity. In short, this ‘free’ labor 
doesn’t give a damn about me or 
even their own members who 
happen not to be involved in the 
particular disturbance of the mo- 
ment.” 

Mr. Kammann ended his ad 
with the observation, “I happen 
to be vice-president of Roy S. 
Durstine, Inc., advertising agency, 
and manager of the Cincinnati 
office. Above are my personal 
views and not necessarily those of 
my company. I’m paying for this 


ad myself.” 

Mr. Kammann received a num- 
ber of replies next day from 
wives of union workers, white 
collar workers, business and in- 
dustrial executives and others 
praising his stand. Several offered 
to help pay for similar ads he 
might run in the future. 


Nast Names Winners 
in High School Contest 


Conde Nast Publications, New 
York, has announced the follow- 
ing high school winners of the 
first art and photography contest 
for students in high schools, col- 
leges and_ specialized _ schools: 
John Robinson, 17, Sandy Star 
Route, Utah, first prize of a year’s 
job in a C-N art department or 
$2,000 for further art training; 


Harvey Dinnerstein, 18, Brooklyn, 
six months’ job or $1,000 for 
training; and five runners-up, 
awards of merit in the form of 
$50 government savings bonds. 
Winners were chosen from 2,839 
contestants from 969 schools and 
colleges. 

Originally a part of Vogue’s 


|Prix de Paris, open only to col- 


| lege seniors, the contest was taken 


from one section of the Prix, and 
made into a separate competition 
open to all American students. 
Although no notice of the first 
contest appeared in any publica- 
tion, a second contest will be an- 
nounced in August issues of 
Glamour, House & Garden and 
Vogue. 


Heads Milwaukee Road 


Charles H. Buford, Chicago, ex- 


| ecutive vice-president of the Chi- | 
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cago, Milwaukee, St. Paul & P,- 
cific Railroad Company, has been 
elected president of the railroad 
to succeed Henry A. Scandrett, 71. 
president since 1928, who recent!y 
retired. Mr. Buford has been as- 
— with the railroad since 


Appoints J. K. Herbert 


John K. Herbert, formerly east- 
ern advertising manager of Good 
Housekeeping, has been appointed 
assistant to E. H. McHugh, gen- 
eral advertising director of Hearst 
Magazines. Mr. Herbert will be 
general advertising manager. 


Elects Whitley V.P. 


Ennis P. Whitley, director of 
sales of Dobeckmun Company, 
Cleveland, has been elected vice- 
president for distribution. 
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Appoints Hobbs 
Films Chairman ~ 


New YorK—The Association of | Albert L. Ramsay, formerly 
National Advertisers has ap-|with the production division of 
pointed Douglas B. Hobbs, Alumi-| Time, Inc., has joined Western 
num Company of America, as | Newspaper Union as_ production 
chairman of its films committee, | m@nager of the New York office. 


: | At Time, Inc., Mr. Ramsay was 
succeeding W. B. Foter, Eastman /coordinator of all color production 
Kodak, who has been chairman for Time, and a consultant on 


for two years. production problems for Archi- 

Mr. Hobbs has been an active | tectural Forum, Fortune and Life. 
member of the committee since 
iis inception, and at Alcoa is in| 
charge of all motion picture, edu- | 
cational and publicity activities. 


|ships, and a study of non-theatri- 
cal film distribution. 


Ramsay Joins WNU 


Campaign Plugs Whiz 
R. M. Hollingshead Corporation, 


: Camden, N. J., has launched a 
The committee recently adopted summer campaign for its Whis 


a three-point program which will mirror and glass finish in daily 
include the preparation of a cata- newspapers, supplemented by na- 
jog of ANA members’ films, a study | tional magazine and business pa- 
of film producer-client relation-| per advertising. 


| Potts-Turnbull Retains 
Missouri Ad Account 


The Missouri Division of Re- 


ing the presentation of plans by a 
number of agencies, has selected 
Potts-Turnbull Company, Kansas 
City, to continue serving its ac- 
count. 

Missouri, according to earlier 
reports (AA, May 5) _ probably 
will spend $75,000 annually in ad- 
vertising its recreational and in- 
dustrial advantages. 


Gets Luggage Account 


American Luggage Works, 
Providence, manufacturer of 
American Tourister luggage, has 
appointed the Reingold Company, 
Boston, to handle its account. 
Class magazines and business pa- 
pers will be used. 


‘Mobile Device 
to Find Program 


sources and Development, follow- | 


Audience Invented 


OKLAHOMA Ciry—Patents on a| 
revolutionary device for audience | 
measurement have been filed by 
Hal Phillips, an employe of Sta- 
tion KTOK here. 

Mr. Phillips declares his inven- 
tion will, when installed in a 
mobile unit, locate an operating | 
radio, determine which station is} 
tuned in and record the station, 
the time and the location of the 
receiving set. 

The device is called an elec- | 
tronic Radio Set Use Computer. | 


;and general 


19 


Phillips said. He pointed out that 
the audience measurement method 


he proposes will provide less mar- 
|gin for error than other listener- 


ship checking methods. 


Boosts Tyrrell, Cargill 

D. W. Tyrrell, vice-president 
manager, has been 
elected president of Ray-O-Vac 
Company, Madison, Wis., succeed- 
ing W. W. Cargill, who has been 


|made chairman of the board. 


Crosley Boosts Two 


Inwood Smith, regional sales 


|manager of the central district, 


has been appointed manager of 
the refrigeration section of the 
Crosley division of Avco Mfg. 
Corporation, Cincinnati, succeed- 


Even rural radio set use can be|ing Lee Stratton, who has been 
determined by the computer, Mr. named manager of domestic sales. 


STEEL simplifies the business read- 
5 problems of your best customers and pros- 
cts. It concentrates, in one weekly magazine, the 
ws, production and marketing reports affecting 
Pp operation of metalworking plants. 
filling its weekly responsibility to over 100,000 
nders requires the largest full-time editorial staff 


any industrial publication. This outstanding edi- 


A PENTON PUBLICATION 


torial job sets the stage for your advertising in 
STEEL. To find out more about STEEL's readership 
among the men who influence industrial buying de- 
cisions, talk to the man from STEEL. He will be glad 


to give you complete data on STEEL's audience in the 


plants that do over 96% of a!! metalworking business. | 
| 
STEEL - Penton Bldg. - Cleveland 13, Ohio 


Market Summary 


STEEL's Marke 
th 


Now Bevis & Tyler 
Graydon E. Bevis, Inc., adver- 
tising agency, Miami, Fla., has 


changed its name to Bevis & Ty- 
ler, Inc. There will be no changes 
in personnel, operations or policy. 


Cut your 
art and 
production 
costs! 


artype-printed on transparent, 
self-adhesive sheets, saves you 
time and money. Efficient, 
easy to use, the perfect answer 
to your high type and letter- 
ing costs. Mail coupon for 
free sample! 


FREE! MAIL THIS COUPON TODAY 


ARTYPE INCORPORATED, Dept 
East Illinois Street, Chicag 


Please send free sample and 
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= in the trust is owned by 617 em-| mixed paints, has moved its ad- 


2 lf ’ tising account from Bennett, 
Ad Service Moves ‘Journal’ Workers __ piyes. ver | 
Racine Advertising Services, | J Mr. Grant said the value of| Walther & Menadier, Boston, to 


: R. T. O’Connell Company, New 
Sern, Pas, moves to 1063 to Control Stock ‘employe holdings now stands at York. National magazines and 


MiwavuKeE — Employes of the | $75.87 a share, a total rey newspapers will be used. 
Milwaukee Journal and Stations|owner valuation of $3,641,760. 
-FM. who now | Since the original distribution, | Rois 
eee ee | this stock has earned for the em- | Donnelly to Poyntz 
own a tom <=? ee cere ployes in dividends, including an| James T. Donnelly Company, 
| pany's stock, ayia aecnnftecaggete original cash bonus to help meet} Toronto, distributor of wood- 
bel nape teapiecdll- wll yoneaepalaeamalaaas the first down payment, a total of | working equipment, has named 


details are worked out. $3,662,118, which is $1,416,068 \Alford R. Poyntz Advertising 
Sem ged congestion ey hd more than they paid for it. |Ltd., Toronto, to handle its ad- 
arry J. Grant, c 


| vertising. Business papers and 
, At present share prices, Mr.| ;. i ell See Gee 
a emt pg jab Grant said, about ee more | cipect man wi 
inner celebrati a4 be ; aioe in ———_— 
versary of the Journal employes’ | Wl be invested by employ 
| stock trust agreement. The din- 


acquiring majority control. Joins American Lady 
lner was attended by more than \woit, has appeinied Howard. 


| American Corset Company, De- 
1550 employes from all depart-| Wesco Moves Account | Girouard, formerly with Jantzen 
ments of the newspaper and the| Wesco Waterpaints, East Bos- | Knitting Mills, eastern sales man- 
radio stations. The 40% of the| ton, which claims to be the world’s | ager, with headquarters in New 


Journal Company’s stock already | largest manufacturer of water-/ York. 
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When a woman shops 

for anything from 

a toaster to a washer, 

her mind is far ahead 

of those prosaic facts 

the salesman tells... 

in imagination she’s 
already glorified a kitchen, 
found many a leisure hour! 


She has a picture 

in her mind — 

implanted there by things 
she’s seen and read 

in her favorite magazine — 
and with each purchase 
that she makes 

she sees that picture 

bit by bit becoming real. 


With special skill 

sharpened by constant 
in-the-home research, 
McCall's editors understand 
how to inspire 

these “mental pictures” that 
move advertising in McCall's 
into action every month in 
more than 3,500,000 homes. 
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Bob Hope Leads 
Hooper Parade; 
McGee's Second 


New YorkK—Lever Bros.’ Bob 
Hope retained first place on the 
newest Hooperating with a score 
of 26.9. Fibber McGee and Molly 
(S. C. Johnson & Son) moved into 
the second spot—24.8—replacing 
Jack Benny (American Tobacco 
Company), who dropped to eighth 
place (18.8). 

Brown & Williamson Tobacco 
Corporation’s comedian Red Skel- 
ton was third on the list with a 
rating of 24.1. 

Two more Lever Bros. shows 
made the top five. Lux Radio 
Theater and Amos ’n’ Andy placed 
fourth and fifth, with a rating of 
22.3 and 20.4 respectively. 

Other programs in the top 15 
include: Fred Allen, 19.5; Screen 
Guild Players, 19; Charley Mc- 
Carthy, 18.3; Walter Winchell, 
18.2; Mr. District Attorney, 17.6: 
Bing Crosby, 16.6; Duffy’s Tav- 
ern, 13.8; Bandwagon, 13.6, and 
Truth or Consequences, 13.5. 


Sets-in-Use Down 


Soap operas—but sponsored by 
food and drug companies—topped 
the daytime list as usual. The 
first five: “When A Girl Mar- 
ries,” General Foods Corporation, 
7.6; “The Romance of Helen 


Trent,” American Home Products 
Corporation, 6.6; “Portia Faces 
Life,” General Foods Corporation, 
6.4; “Young Widder Brown,” 6.4 
and “Stella Dallas,” 6.3, both 
| Sterling Drug. 

| The current survey by C. E. 
Hooper, Inc., shows the average 
| evening sets-in-use at 26.5, which 
‘is down 4.2 from the last report 
| on April 30 and up .4 from a year 
|} ago. Down 1.4 from the last re- 
port, the average evening rating 
|is 8.7. 

This report lists the average 
/ available homes at 76.7, down 1.7 
| from the last report. Current total 
sponsored hour index is_ 69.5, 
compared with 70.25 on April 30 
,;and 75.25 a year ago. 


Air Cargo, Inc., Votes 
for New Advisory Board 


The board of directors of Air 
Cargo, Inc., the ground-service 
cargo organization of the sched- 
uled airlines, Washington, has 
agreed to establish an Industry 
Advisory Board to act in an ad- 
visory capacity to ACI manage- 
ment and assume all duties except 
sales of the Cargo Traffic Section 
of the Air Traffic Conference. A!! 
member companies will be repre- 
sented on the new board. 

At the same time, the board 
;}and the American Trucking As- 
sociation agreed upon a standard 
cartage contract for pickup and 
delivery of air cargo in areas sur- 
/rounding airports served by the 
| scheduled airlines. Preliminary 
discussions were held for a con- 
tract for transportation of air 
cargo between airport terminals 
| and adjoining localities not served 
| directly by the airlines. Final ap- 
|proval of both contracts await 
| passage of enabling legislation 
| Congress. 


ne ee 
| 
Vet Research Adds 6 
University Research, a new, a !- 
| veteran, research and advertising 
| agency at 1052 Ave. of the Amevri- 
cas, New York, has added six cil- 
| lege seniors to its staff of field 
terviewers and news _ reporte’: 
The agency specializes in adver- 
tising and market research in 1 
teen-age and college market. 


Benedict Changes Nam« 


Benedict, Inc., Detroit, produ 
of visual training and promot 
programs has changed its name 
Marshal Templeton, Inc. Dan‘ 
W. Goodenough, a director, 
been elected secretary, and W)!- 


liam_C. Byers, Ocoee é 
Jam Handy Organi oT 
been mamed heagirof the Indie + 
| apolis office. 
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9.47 : 21 
nate the depiction on Parliament] its newsprint mill which is ex-|ston Company has set up facilities | Daily instruction on the job over 
cigarets of a building which, ac-| pected to turn out over 100 tons | for selling, writing, directing, cast- | a two-year period by Sun Country 
cording to FTC, is the Parliament | Per day for a group of California| ing, set design and construction | executives is given at the com- 
Per F : and Arizona newspapers. The/and all camera and sound work| pany’s Phoenix and Tucson sta- 
building in London, and to stop ; 
, d cB A int- | Be wSPapers will purchase and re-|for color or _ black-and-white | tions. 
acca 2 een, y oi ag tain ownership of all equipment|sound motion pictures and slide 
: ment of His Majesty, the King” | jeased to the mill. films for business. 
Bob on certain other brands. It is also saiasainctilpsominaapie Giesiatatcnaiiesieces in 
. to discontinue the claim that Vir- oi 
the ‘ni , Start Auto Program McCann Promotes Harper ii | 
= ginia Rounds consist of the same 
_ blend of tobaccos “used by our Station WJR, Detroit, and the Marion Harper Jr. has been ap- Readers j 
Olly London house for the English mar- | Automobile Manufacturers Asso-/| pointed assistant to the president p 
Into hae Pop peters Bach. .weenage daughter, ket for generations past.” ciation are cooperating in the pro-| of McCann-Erickson, New York, j 
cing peeing Si Fact ti howing Ameri- | @uction of a new Sunday morning | and has been made a member of a 
ACO PIL DAAC Taney ree Beno. suaerere™ (11:15-11:30 am., EST) show| the executive committee. He also 
shth sg al he games fom can manufacture and other infor-| called “Auto Horizons.” Industry | will continue as manager of the 
renee hier Rene mation is to be “indelibly and|news and personalities will be| central research department. 
— cote on wing eis int. Let plainly stamped” on each package | featured. : 
bl Ae of cigarets. a : Offers Vet Training 
h a ae Pl N int Mill Offers Movie Service Sun Country Broadcasting 
is Gl w at ans ewsprint Between its creative office in|Company of Arizona is offering 
LOWS St. Louis lobe- neal Pacific Paperboard Company,| Cincinnati, and affiliation with a veterans a government-approved, a 
adio wo “iit Longview, Wash., is leasing al-| Hollywood-trained studio for cam-| on-the-job training program for 
aced . most $2,000,000 in equipment for|era and sound work, Bert John-|future announcers and salesmen. 
g of AWARD WINNER—This is one of the 
‘ ads in the St. Louis Globe-Democrat's 
7 series, which won first award in the 
» 15 third annual Erma Proetz Award con- 
reen test sponsored by the Women's Adver- 
Mc- tising Club of St. Louis. The campaign, 
hell entered by D'Arcy Advertising Co., 
17.6: — the Wo of er agency's Jane 
Tay. Williams, who wrote the copy and pre- 
and pared layouts for = series (AA, May 8-CHAPTER SUCCESS STORY! 
With three small stores in 1939, Kienow’s 
ight super- 
Food Stores have grown to eig 
_,, | Benson & Hedges markets, volume has increased tenfold | 
s A dent, home-owned stores 
pei | Agrees to Change These independent merchan- 
the base their success on a sound aan 
5 . = eo ee $ will wor 
sh Cigaret Claims dising-advertising policy that 
lelen WASHINGTON—FTC said May 26 ‘for you, t0o. 
lucts @ that Benson & Hedges had agreed 
‘aces § to restyle its packaging and ad- 
tion, §@ vertising to eliminate heraldic de- 
’ 6.4 § vices and expressions which imply 
both § that certain brands of its cigarets 
are of English origin and manu- 
‘ &. @ facture. 
rage Following the company’s deci- 
rhich @ sion, FTC dismissed a complaint 
>port § against the use of false geographic 
year § designations in the merchandising 
t re- @ of half a dozen brands of Benson 
ating § & Hedges products. 
Under the agreement, which ap- } 
rage § Plies to the following brands of 
n 1.7 § cigarets—Parliament, Virginia 
total § Rounds, Virginia Ovals, Russian, 
69.5, @ Turkish and The Greys—Benson 
il 30 @ & Hedges will: 
Eliminate heraldic devices and 
substitute an emblem having “no 
possible resemblance” to any 
known foreign or domestic em- 
rd blem; eliminate reference to Lon- 
| Air § don or Montreal; include the cor- 
rvice @ poration’s New York address and | 
as a clear statement that the cigarets 
lee are made in the U. S. 
1 ad- The firm further agreed to elimi- 
lage- 
xcept Oe lie ei eh ee te tt > an m 
ction } I a * a 
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ninals | through following 4 simple : ll-kept, well-located 
ee ‘THIS is addressed to some ad- j d at cash prices; 2) we P F 
erved vertising manager, assistant brands featured a isin concentrated in 
al ap- } account executive or copywriter. } th dominant force of advertising : 
await You are about 85 years of age, stores; 3) the aacing mnt dium—The Oregonian. | 
an by } ready for more important re- } P tland’s proved sales-pro ucing hove found 
} sponsibilities and larger oppor- or . the- round advertisers, Nav * 
i tunities in account management i Ki ow’s like other on- £ erin has 
en chat Th ’ Oregonian’s formula of good news pap : g ol , | 
t at The , adership that 
After proper training, you will readership — a re : 4 | 
( saumet tn gervielee present ao created remarkable l sesie in circulation and adver 
v,al-—B} counts and be given ample op- / brou ht this newspaper é : f our must 
‘tis! ‘ portunity to share in the ac- & The Oregonian at the top oy y 
meri- { quisition of new business. } tising results. Place r fecti ely s» the Oregon Market. | 
sige } . uct effectiv 
= 6 { Ours is a “ten-man” agency, } list to sell your ee 
= gi well-established, adequately rec- j e 
orte : ognized, amply financed. 25 
r years in business. National an 
oo ¢ accounts. Serves "clients on i Che Oregon 
/ committee basis. Recognized j 
t. + for sound planning and effective PORTLAND, OREGON 
{ copy. Located in attractive, j f the West 
} mid-western city of moderate The Great Newspaper ° mitt, INC 
eet t size. l ENTED NATIONALLY BY MOLONEY, REGAN & SCH ° 
du { Please describe qualifications, j REPRES 
not / employment and earning his j 
ime : tory, fully, in first letter. En- 
Dal / close picture. Your letter will j 
r | ) be treated as confidential. 
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AUDIENCE: 


Add the total newspaper and radio audience of Louella 
Parsons, Hedda Hopper, Billy Rose, Ed Sullivan, and 
Dorothy Kilgallen...and you have sixty-six million people! 


That’s quite a following. 


Writers like these pick their own publications, and they’re 
welcomed with cheers by magazine editors! 


Yet the only magazine where all these important writers 
appear regularly is MODERN SCREEN! 


These top-notch writers recognize MODERN SCREEN as 
the best motion picture magazine in America. It as- 
sures them the kind of audience they want. .. 1,300,000 
modern, alert young women. The kind of audience, by 
the way, that’s perfect for advertisers, too! 


FOSS SSS SS SSM OO SSSSSSS ASS SSS SSO SSGSOUY 


ouella [ Parsons 


MARKET FACTS 
ABOUT YOUR PRODUCT! 


Dell 10th Annual Survey of Homemaking shows 
current use and buying trends for past 10 years in 
Food, Household Products, and Appliances among 
3,000,000 young families. For free survey facts 
about your product, write to Dell Modern Group, 
149 Madison Ave., New York 16, N. Y. 


When Louella Parsons whispers a secret, 
she has the ear of the nation! 9 million 
radio listeners, 15 million newspaper 
readers are devoted Parsons fans! 
Every month, exclusively for MODERN 
SCREEN Louella Parsons writes a “Good News” article 
that’s packed with timely comment . . . Hollywood news 
that appears in no other magazine! 


| Ss PERFECT 
0 prow PICKER, 


you've missed some of the finest, most authoritative and 


AM | DREAMING —OR DEAD 7 


“There are moments in ‘Stairway to Heaven’,” 
says Dorothy Kilgallen, “that will stay with 
you forever!” There are parts of her review 
in June MODERN SCREEN that you'll 
have a hard time forgetting too! 


2p secre 


‘Ghar Night Sensation | 


What really happened between Olivia de 
Havilland and sister Joan Fontaine at the 
Academy Awards? Louella Parsons tells 
the facts about this feud in June 
MODERN SCREEN! 


If you've never read a Kilgallen review, 


sympathetic movie comment published. Scores of 
newspapers proudly present her column . . . but only 
MODERN SCREEN has Dorothy Kilgallen to pick 
“The Picture of the Month’! 
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BROADWAY SHAKESPEARE / 


Few other columnists have so quickly caught the 
people’s fancy—and affection as Billy Rose! 
Newspapers and magazines have been begging 
for his material. When Billy finally decided to 
do a regular magazine column—it appeared in 
MODERN SCREEN exclusively ! 


Is the Groaner slipping? “No!” In the June MODERN 
SCREEN, Billy Rose comes out fighting for 
the future and glory of Der Bingle! 
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the nicest quy | know/ 


d Sullivan 


a There’s something about Ed Sullivan’s 
™ column that makes his 13 million 
newspaper readers feel he’s pretty 
special. Modern Screen readers under- 
stand perfectly . . . because Ed writes 
his magazine articles exclusively 
for MODERN SCREEN! 


welll +e it +o Sullivan. . . 


Somehow, people like Ingrid Bergman, Van 
Johnson, Ginger Rogers gladly unburden 
themselves to Ed. And somehow, he gives 
his stories about them in MODERN 
SCREEN a certain Sullivan warmth! 


oCTeen 


DELL pustisners of DELL MODERN GROUP 
Modern Screen « Modern Romances - Screen Romances 


You cant Say that about Bing 


<% 


Millions (18 and a half of them!) wait for 
Hedda Hopper’s Hollywood tidbits on the 
air and in her newspaper column. When 
it comes to magazines, Hedda Hopper 
writes an exclusive article for MODERN 
SCREEN every month . . . Hollywood stories 
‘with a background that only Hedda could supply! 


2 
| 
1! 
1 
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Goodbye, Mv. Genius / 


Rita Hayworth’s marriage to Orson Welles '¥ 
has kept millions guessing. In the June 
MODERN SCREEN, Hedda Hopper finally 

reveals the truth about this marital 
break-up. 


whats in a hame 7 


News is news, but MODERN SCREEN supplies the 
news as reported by authoritative writers, with a 
flair for a special slant, a knack for a neat phrase. 
Here are some more big-time MODERN 
SCREEN reporters who know what it takes to 
make rich reading: 


@ MEYER BERGER @ BOSLEY CROWTHER 


Feature Writer, New York Times Motion Picture Critic, New York Times 


@ CHOLLY KNICKERBOCKER 


Society Editor, Hearst Newspapers 


® FLORABEL MUIR 


Ace Reporter, New York Daily News 
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Congressmen Question Navy’s 
Need for Recruiting Fund 


WASHINGTON—Perhaps the Navy 
will eventually “sell” Congress on 
national advertising for its recruit- 
ing program, but to Rep. Errett P. 
Scrivner (R., Kans.) there is noth- 
ing to replace personal solicita- 
tion. 

He and two of his colleagues on 
the House appropriations commit- 
tee sniffed suspiciously at a $500,- 


By STANLEY E. COHEN, Washington Editor 


000 request to cover recruiting 
publicity production costs. They 
felt the Navy ought to think this 
over. 

Explaining that the Navy’s best 
writers had been demobilized, 
Capt. G. R. Donaho, director of 
recruiting, planned to spend $150,- 
000 to hire advertising writers 
and assure maximum benefit from 
contributed space and time which 
Navy gets. 

None of the $500,000 would go 


to buy space or time. 

Capt. Donaho explained that 
the old slogan, “Join the Navy 
and See the World” is “rather thin 
now.” But. Rep. Scrivner in- 
sisted that experience shows there 
is no better recruiting technique 
than “talking with the boys.” 

Note: Navy recruiting officers 
are studying the big regular Army 
recruiting ads. Adm. Felix John- 
son, director of public informa- 
tion, feels Navy may have to go 
into national advertising this sum- 
mer to boost recruiting from 3,000 
to 13,000 monthly. 


* * * 


CAB Chairman James M. 
Landis fights against a “U. S. Flag 
Line” with a monopoly on Ameri- 
can international aviation busi- 
ness. Competitive U. S. companies 


schedule more mileage than UK, 
French, Dutch and Scandinavians 
combined, he says. As to ability 
to compete, he says the British 
“monopoly” set-up had a loss 
which “makes the red ink records 
of American companies in the last 
year look pale pink.” Mr. Landis 
says present postal subsidies to 
export lines run a maximum of 
$30,000,000, and could conceivably 
be eliminated in time. 
* * cd 


Last fall, when priority control 
over steel ended, the industry 
promised to serve customers on a 
“historical quota” basis. Now with 
complaints pouring in that small 
manufacturers are unable to get 
steel from normal suppliers, the 
Senate small business committee 
wonders whether the industry is 


WASHINGTON EVENING STAR PHOTOGRAPH 
By FRANCIS ROUTT 


A Pretty Picture 
for any advertiser... 


On April 14, 1947, the STAR published this picture of the Jefferson Memorial and the famed 


Tidal Basin cherry blossoms. Requests from readers for this unique photograph were so 


numerous that the Evening Star published a small announcement inviting orders for the picture. 


A thousand ||" x 14" halftone reproductions were printed, to be mailed anywhere for |5c. 
WE DIDN'T KNOW OUR OWN STRENGTH! ... To date the STAR has sold more than 10,000 


copies, with mailings to every state in the Union and more than 10 foréign countries. 
SUCH SPECTACULAR PULLING POWER is indeed 


a pretty picture for the advertiser whose message, 


large or small, appears in the Washington Evening Star. 


DAN A. CARROLL, New York e THE JOHN E. LUTZ CO., Chicago 


Che Lvening Stat 


THOSUN DAY MORN PONT, 


INGTO 
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respecting its promise. Even the 
auto industry, steel’s biggest cus. 
tomer, is complaining. Committee 
investigators are tracing reports 
of sizeable shipments to Latin 
America. 

* * * 
The House judiciary committee 
gave a seal of approval to the 
Kefauver bill (H. R. 515), long 
sought by FTC to stop mergers. As 
approved, the bill prevents acquisi- 
tion of assets of suppliers and sales 
outlets as well as competitors. .. 
At the same time, the committee 
killed the Mason bill exempting 
press associations from anti-trust 
laws. The bill was designed to 
offset a Supreme Court ruling 
against Associated Press member- 
ship rules. 

co * * 
FTC’s trade practice conference 
program stands or falls with the 
selection this summer of a succes- 
sor to Commissioner William A. 
Ayers. Currently the commission 
splits, 2 for trade practice con- 
ferences, 2 against, and Com- 
missioner Freer “on and _ off.” 
Within the commission, it is felt 
that President Truman will find a 
“safe” vote to assure Commis- 
sioners Lowell Mason and Garland 
Ferguson a 3-2 majority. 

* * * 

The House voted unanimously 
to tighten federal supervision of 
“economic poisons” — insecticides, 
rodenticides, etc. Under H. R. 
1237, all “economic poisons” mus 
be registered with the Department 
of Agriculture and carefully 
labeled. In passing the bill, mem 
bers indicated they may return to 
the subject later, and merge in 
secticide work of Agriculture wit 
Food & Drug Administration. 

* * * 


FCC has now authorized 2,592 
radio stations, 183 of them withi 
the past month. In what was 
probably the greatest month i 
radio history, the commissio 
added 102 new AM stations, for 4 
total of 1,712, and 79 FM stations 
for a total of 828. Two new tele 
vision stations brought authoriza 
tions to 61. As of May 1, 121f 
AM, 210 FM and 10 television sta 
tions were on the air. 

K * * 

The House small business com 
mittee fears that the 300,000 inde 
pendent tire dealers—tire retail 
ers, auto dealers, filling stations 
garages, etc.—are in trouble. It i 
flirting with the “tire bill,” a per 
ennial which prevents manufac 
turers from dealing through com 
pany controlled outlets. FTC and 
Justice have been ordered to re 
port on abortive anti-trust inves 
tigations in the industry. 

tk ok * 

With sugar backing into ware 
houses, the heat is on for ration 
ing to end, perhaps in July. Su 
plus is charged to a dip in Marc 


sales of ice cream, soft drinks 
baked goods and candy. . . Thé 
half dozen remaining wartimé 


priority controls are administered 
by Horace B. McCoy, along will 
his regular duties as director © 
Commerce Department’s office © 
domestic commerce. . . Commerc 
has asked Congress to continué 
export control over a_bobtaile 
list of commodities. Commer¢ 
féars runs on domestic markets | 
lush world markets are opened fo 
items like penicillin. 


"New World’ Appoints 

A. A. Larkin, formerly adver 
tising manager of Industrv 
Progress, published by Macleat 
Hunter Publishing Company, 17 
ronto, has joined the sales st# 
of New World, Anglo-Canadaia! 
Publishers Ltd., Toronto, as 2° 
vertising representative. 


Felt Company Appoints 

American Felt Company, G!e® 
ville, Conn., has moved its 2 
count from G. M. Basford Com 
pany, New York, to the new. 
opened Stamford, Conn., office ° 
St. Georges and Keyes. 
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t cus. Se a ow important thing is ‘Now you, | . | account to Maxon. Newspapers,; Auto Wreckers Association, Inc., 
Mittee ’ , ro ” ? . Deglin, Wood Gets magazines and business papers are | will continue to serve as the of- 
eports ‘Ol Man Adler's Sorry, Professors Emil Mogul Advertising is the H t ] A t scheduled. Boe organ of that trade organ- 
Latin but. JLUAM or ILLA = y agency. ote ccoun jo com 
ALTIOR or GRANDIOR gE EA New York—The advertising ac- | Ups Maze and Briggs 
; the important thing is Opens Credit Bureau count of the Hotel New Yorker,| Roy Ww. Maze has been named 
e . Now You Can Be Trailer Coach Manufacturers’ | handled by Maxon, Inc., for a public relations director of the ‘ 
; Association, Chicago, has added a| number of years, last week went| Marley Company, Kansas City, 
» long TALLER credit rating bureau, which of-|to Deglin, Wood & Malone, in a|an., manufacturer of nozzles, | MILLIONS 
Ts. As fers information to supplier mem-/| unique package deal under which pie a towers ny + nae bee ol 
quisi- Sasol bers of the association. With ex-|the agency will handle public re- } veer pl ‘B. Briges Jr e pa age se} a ~ i 
. " maven be incaee ana ee lations and advertising for the been appointed production man- | ,iikaA@ainalias aa 
inslttes i Wacker Dr. mms ag edit a monthly house | ager of the Kansas City plant. eee? ae 
npting . , Kurt Unkelbach, of DW&M, will — is gO SR a 
i-trust Appoints Morris ua Gikcar at wikticite tee ta| te Over Publication variety Oa 
led to H. Eugene Morris, formerly hotel, with offices there, and will| Automotive Parts Journal, for- e . 3 
ruling — and a manager of edit “Caravan,” the New Yorker’s merly ig saree Eh ry en “ a ee alee 
-_ Nae” pee bank Company, 1¢Rey| house organ Rae seeing, pundhed soning 
of public relations and advertis-| Peter Hilton, now with Donahue|New York. The publication, CORONET 
erencell ing of the Rochester Business In-| & Coe, was advertising peerage we which for the past four years has| fj 
th they MIRABILE DICTU—With this copy Ad- | Stitute, Rochester, N. Y. |for the New Yorker and took the|been published by the National | 
ucces.f ler Shoes revised its earlier headline, 
am A after a blizzard of letters from gram- 
..M™ marians well grounded in Latin. Emil 
yee Mogul Advertising is the agency. 
> con- 
Com- : 
A Quos Adler Vult 
ind of Perdere Prius- 
mmis- “ 
arlanif or Latin Made Tall 
New YorK—Many a comedian 
mously has run a good gag into the 
ion of ground, but Adler is probably the 
ticides only company which ever ran one 
H. R into the air—a good two inches. 
> must And when the company switched 
rtmenta '° Latin for its headline “Nunc 
fully quam illam altior esse potes’”— 
“mem Which it got from erudite Life— 
turn te it ran into a storm of grammari- 
‘ge ing 2DS who prepped on Horace. 
re wit Eventually digging its way out 
2. of the letters, all of which insisted 
that the way to say “Now you can 
1 2.592 be taller than she is” was not the 
withi way Adler said it, accompanied 
‘was by various corrections, the com- 
nth ing Pany turned to Yale, and ran a 
magica 450-line ad in the Daily News 
» for @ headlined “Ol’ Man Adler’s sorry, 
eation professors, but illam or illa, altior 
w telege Of grandior, the important thing 
horiza4l 'S “Now you can be taller than 
1 1216 she is.” 
ae gs The copy reproduced the origi- 
nal ad, blamed Life for the head- 
line (it came from a list of latin- 
ized advertising slogans used 
3 beg as whimsically to illustrate an article “ans "i ya a onne.. 
retail 02 dead languages which showed wy turmore Gave te wean te ‘ ion 0 ars IN MARYVILLE 
signs of life) and continued: Perchase any equipment Met w 7 
tations i “4 ‘ improve the efficiency of their oper- 
e. It is But we repeat: Nunc grandior ation,” says Banker Blanchard. “That 
a per esse potes quam illa (which those they select advertised merchandise MISSOURI B ANKS 
anuface the know say is correct) or is natural. They are good business 
. oom nunc quam illam altior esse potes men as well as good farmers.” 
TC and (which started the furor) — the 
Se =z Farmer Brown 
inves . 
ane j 
waref| WINSTON-SALEM: — | 


Having the highest average bank deposits in the 
state, attests to the fact that Farmer Brown (Jones, 
Smith, et al) of Nodaway County, Missouri, are wide 


ration 
r, Sur 
. Marc! 
drinks 


U. $8” 100th MARKET! 


Among all the major Metro- 


am peliten Madhete te the U.S Selling equipment advertised in awake. Their community is one of superlatives. Their 
Nartims " naa Missouri Ruralist is no problem for : : . 

nistere Winston-Salem ranks 100th Genie tb end trade Gam rich soil produces largest yields per acre of corn and 
ig wil petit wed eine Ws pany. Supplying the demand is their other field crops. Their green pastures raise thou- 


ctor 0 great significance to adver- constant effort. 


fice ° tisers who know that 65°, ; sands of the finest black Angus, Shorthorn and 

mmerd to 75°%/, of all sales take — — ] Hereford cattle. More milk is produced, more chickens 

‘ontinut lace in Metropolitan Ma ; ; ' , 

obtaile aie ae teianlical 18 are raised here than in any other Missouri — 

=F Fane i 1 farmers must be goo 

rkets | The Winston-Salem Journal - | These entirely successfu i] th a 4 

ned fo and the Twin City Sentinel business men ... they study carefully the trade- 
a = saa . _, papers of their business. First, of course, is MISSOURI 

, ornin nd after- . . P 

its noon, — every day in the RURALIST, their state farm paper, which is devoted 

dustri weenie meee’ or a to the furtherance of their local interest, the solution 

aust tisers with something to ’ _ 

og in the South's Number 1 of their peculiar problems. 

~ ctaf State! 

anadia “Arthur Hurd’s Analysis in Sales 

as av Management, November, 1946 


Processing the bountiful grain yields 
of Nodaway fields and advertising 


| | | | 


J a 
pints OURNAL and SENTINEL 


y Gle Winston-Salem, North Carolina extensively vat Missourt Ruralist hes CAPPER PUBLICATIONS, INC. advertising offices ore in New York, Chicog 

“ts 4 settenss f — a a big business for Dannen Feeds Son Fronciaco, Komas City, ond Topeka, Kansas. Editorial office: FAYETTE, MISSOURI 
ape ational Representative: n Missouri. 

d Ci 

. new KELLY-SMITH COMPANY 

office 


Circulation of the Sunday Journal 
and Sentinel exceeds 50,600! 
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17 Diplomats Back 


World Trade Ad 
of Time-Life 


NEw YorK—A special adver- 
tisement by Time-Life Interna- 
tional, in connection with World 
Trade Week, May 18-24, is being 
mailed over the signatures of am- 
bassadors of 17 countries to more 
than 40,000 Americans and organ- 
izations. 

The ambassadors are from Ar- 
gentina, Belgium, Brazil, Canada, 
China, Cuba, Ethiopia, France, 
Great Britain, Greece, Honduras, 
India, Iran, Italy, Mexico, the 
Philippines and Turkey. 

The advertisement—the fourth 
of a series on two-way world 
trade—is headlined “This Ameri- 
can living. room comes from 30 
different countries.” It is being 
published, through Young & Rubi- 
cam, in ADVERTISING AGE, Chicago 
Daily News, Detroit Athletic Club 
News, Export Trade & Shipper, 
Freedom and Union, the New 
York Herald Tribune, Journal of 
Commerce and Times, Washington 
Post, Women’s Wear Daily, Life 
International and the four inter- 
national editions of Time. 

The ad points out, for example, 
that the wool in carpets comes 
from Scotland, China, Syria, Rus- 
sia and more than a score of other | 
countries; mahogany from Hon- | 
duras; draperies contain mohair | 
from Africa, Turkey and _ Iran. | 
Telephones contain 36 different | 
materials—18 of which come from 
abroad. 

Advance proofs and special 
world trade promotion kits (con- 
taining editorials, radio scripts 
and display suggestions) were 
sent to 500 department stores 
throughout the country. More | 
than 10,000 reprints of the message | 
were requested, prior to publica- | 
tion, by business groups, schools 
and other organizations. The Na- 
tional Council of American Im-| 
porters is sending reprints to its) 
more than 700 members. 

From the first three ads in the | 
series Time-Life had requests for | 
nearly 100,000 reprints from do- | 
mestic and foreign quarters. | 


Anders Advanced | 


Mrs. Eunice Biggar Anders, | 
with the national advertising de- | 
partment of the Journal-Times, | 
Racine, Wis., has been appointed | 
national advertising manager. 


BEST TEST CITY 
IN THE MID-WEST 


Gad Beyer 


Month after month it’s the same story 

..Rockford out in front! “High Spot 
Cities”, (Sales Management April 1. 
1947) again show Rockford leading all 
Illinois cities in percentage gain on 
retail sales and services. 


It’s a live market! 


At the Top in Iilinois 
ROCKFORD 


MORNING. STAR 
REGISTER -REPUBLIC 


111,000 — 
OPOLITAN POPULATI 


Jewell Advanced 


~ J. H. Jewell, who has been serv- 
ing as acting manager of appar- 
atus sales of Westinghouse Cor- 
poration, Pittsburgh, has.been ap- 
pointed manager of apparatus 
sales. 


Adds Feeney to Staff 


George E. Feeney Jr. has joined 
the advertising sales staff of the 
Aeronautical Engineering Catalog, 
published by the Institute of the 
Aeronautical Sciences, New York. 


|NY Cooperative 


Seeks FM Permit 


New YorK—The Metropolitan 
Cooperative Federation will file 
an application with the Federal 
Communications Commission for 
an FM broadcasting license in 
mid-June, Henry Richardson, di- 
rector of the federation’s radio 
program, said last week. 

Ownership of the station, which 
is to be operated on a quasi-com- 


mercial basis, will be in the hands 
of the federation, composed of 
approximately 50 cooperative food 
stores in the New York area. 
Efforts are being made to line 
up sponsors to provide funds to 
back the project. The station, 
which is to be located here, will 
repay them with air time at cost. 


Plans State Program 
Manson - Gold agency, Minne- 

apolis, in its first civic public re- 

lations project, is serving as con- 
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sultant to the city of Virginia, 
Minn., the center of a trading are; 
of about 50,000 persons. The 
agency is planning a year’s pro- 
gram which will include newspa- 
per and outdoor advertising, radio 
programs and civic events. 


Sears Opens New Plant 


Sears, Roebuck & Co., Chicago, 
has opened a new mail order 
plant, containing 630,000 square 
feet of space, in Greensboro, N. C., 
the first plant of this type to be 
built by the company since 1928. 


**Uncle’? HAPPY HOLIDAY says: 


The whole family (from my advertising nephews 


to my reading nieces) knows I’ve got something 


for everyone! So, wherever I go... 


The 


most responsive new market 
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27 
nia, em Joins Auto-Lite . pany, with more than 60 years’;tion methods, developed a new|carry page ads declaring bluntly 
ate Se J Folding Up? experience behind it, but several | profit-sharin lan and employ-|‘“Let’s get one thing straight: 

Donald B. Seem has resi Pp & Pp ploy 
gned as | pte Big 

The advertising and sales manager of ‘Hooe I’ Shouts of those 60 years were spent on/|er-employe relationship. (The | This company is not going out of 

r0- i the Frostilla Company, Elmira, y: the down-grade. |company is now on a “first name” | business!” 
P- | N. ¥., to become assistant to the Com any in Ad When George Lear bought the | basis; employes are free to look| Text goes on to explain, “We're 
‘0 f advertising manager of Electric Pp y company last summer, he was| at the company’s books.) all set right now to meet all 
Auto-Lite Company, Toledo. PHILADELPHIA — More than one|fresh from the Marine Corps, and| These problems licked, Mr.|comers in the engineering, pro- 
it —_—_— company has died from an in-|had a background in the lumber | Lear turned to the rumors breez- duction, installation and servicing 
Appoints Mansfield sidious cause—the whispers that| business. He found in the M&W | ing about in the paper industry|of the custom-built machinery 
ago, teen i Siesta it was going out of business. One| plant ample evidence that phys-| that M&W was slated to fold, and | that we have made for more than 
der with Doremus & Co. has aah firm which insists it won’t is the | ically and economically it needed|he called on his advertising |62 years. You’re going to hear 
ay appointed production manager of | Moore & White Company, which | rejuvenation. agency, Gray & Rogers, to help. ja lot about us from now on—not 
> be J. M. Reilly Company, Boston | builds paper making machinery. All last year he installed new| In June, Fortune and five busi-|from the whispered gossip of 
923 agency. M&W is a respected old com-| machinery, started new produc-|ness papers in the paper field will | Others, but from the deliberate 
shouting we'll do about our- 

= selves.” 
Hoopes Reopens Office 

Harold Dexter Hoopes has re- 


signed as executive art director of 
Henri, Hurst & McDonald, Chi- 
cago, to reopen his own office at 
400 N. Michigan Ave. 


he | To Adair & Director 
ldwin Gard ialties, 
The World Today patie han put 


vertising with Adair & Director, 


New York. Newspapers, maga- 


1s in Holiday zines and direct mail will be used. 


A new and better understanding of today’s 
world—its people, places and problems-—— 
is yours for the reading in each stimylating 
issue! Holiday helps you choose your vaca- 
tions——-weeks and week-ends—more wisely; 
helps you get the most from your leisure 
time; guides you on the necessaries, 


What YOU get from * 
Uncle Happy 


It’s great to be a “family man”—espe- 
cially when your family is enthusiastic about 
you! These families of mine (over 650,000 
strong) get a real bang out of their monthly 
Holiday adventure. And just as a holiday is a 
family affair (who ever heard of anyone en- 
joying nic: by himself?), Holiday er The June issue of Holiday gives you Detroit 
is enjoyed by every member of the family! {not F.0.B.) from the yesterday of horseless 
Comments oma recent issue: carriages to the today of production mira- 

“Our whole family enjoys Holiday!”’ ‘““My fo ea Cates he i a 
sisters used Holiday articles as references for 
their school work.” “Interests all ages in my 
family!? “My teen-ager says Holiday has 
zip!’? “My husband says Holiday’s the best 
he’s ever read!”: 

Advertisers, too, get a lot of extras from 
their “rich uncle”! They get over 650,000 
reading families—a top-drawer circulation 
that’s soaring to 750,000 come Sept. 1. They 
get amazing retail acceptance. (327 leading 
department stores will feature Holiday in a 


e Because matches are a major adver- 


tising medium. They build sales and cut 
sales-costs for smart advertisers. 


Do you know these important match 


: . Riis facts? Diamond Book Match Advertising 
ame: vamared yromaton,) They get : is distributed for you in any selected 
a responsiveness that causes advertisers to 4 em te 0m nae a ultra-fashion- market areas, in any solected quantita 
say, “Outpulls others 4 to 1!° They get a Gideatina’ Movs Yorvons Ey cle core during any selected time periods. Thus 
great new market. It’s active, able-to-buy, h penny to pinch), is another Holiday hit. you can cover each market according to 


Here’s holiday living as you like it. 


and responsive—and exclusive with Holiday! | its individual needs. 


You pay for space only on the match 
| books. You pay only 17% of the total 


cost. Each ad is exposed to a prospect 
twenty times. The cost is as low as 2/1000 
of a cent per reader exposure. Your ad 


| has no competition; it’s the only ad on a 
Diamond Match Book. You get full color 


in small space. You can put as much 


selling copy on a Diamond Match Book 
as is in this ad. 


Let us analyze your advertising and 


sales problems and prepare a Diamond 


° The Gaspé peninsula, land of fish and fish Book Match ae to a 
. . stories, fortitude and faith, is the third of needs. No cost or obligation. rite for 
1 Nw) exclusive with Holiday's 11 big features. It's an exciting 


full information today 
} picture story, dramatically and colorfully 
A CURTIS PUBLICATION i illustrated like all the others, Don't. miss it! 


Independence Square, Philadelphia 5, Pa. 


we Diamond 
\=*, Match 


J 
COMPANY 
¥ Dept.A 6 412 M } Ave. 


The pocket-sized answer . 


pa 


to man-sized media problems 
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NY Sales Execs 


tion, and Frank M. Head, vice- 


| president and general merchan- : GENERAL WOMENS 
R ] L s 'dise manager, United Cigar- ; iat p—i947—. 1946 r—i947—, 1946 r—l947— 1946 
ee ect ovejJoy Whelan Stores Corporation; sec- ie MAGAZINE “eis MAY APRIL MAY eet. MAY APRIL MAY as MAY APRIL MAY 

New YorK—The Sales Execu-| retary, Philip J. Kelly, vice-presi- yy 
tives Club of New York, at its|dent, Lennen & Mitchell; and| | Wa“ Zama? 1000— 
annual election last week, re-| treasurer, Thorndike Deland & (In Thousands — Pree 
elected Frank W. Lovejoy, sales | Associates. of kines 
executive of Socony-Vacuum Oil| Two directors elected for two- 600 — 

Company, as president for the| year terms were Arthur J. Bar- ; : 
coming year. low, executive vice - president, JUVENILE WEEKLIES CANADIAN 
‘ i t Press, and Eugene S. 

Other officers elected were: | Kingspor ’ —i947— 1946 —1947 1946 —'947 1946 -—|947. 1946 
Vice-presidents, Arthur H. Mot- Thomas, sales manager, Bam- MAY APR MAY WAY APR MAY APRIL MAR RPRIL MAY APRIL. MAY 
ley president, Parade Publica- | berger Broadcasting Service. 225 - 80- 2000 — 400- 

, ’ 
‘ , 200 — 60— 1800 — 375- 
Joins Reinhold : si flat a 
T. Richard Gascoigne, formerly 175 — 
eastern district representative of 1s0- 40~— 1400- 325— 
Sperry Products, Inc., has joined ® 
Reinhold Publishing Corporation 
as sales representative for the 
American Chemical Society pub- MAY ADVERTISING LINAGE IN NATIONAL MAGAZINES 
lications, Chemical & Engineering 1947 1946 ——1947 1946 
: : : 6 — 
News, Industrial .& Engineering ‘Pages Lines Pages Lines Pages Lines Pages Lines 
Chemistry and Analytical Chem-| GENERAL Woman's Day ...... 55.2 23,684 39.8 17,081 
istry. He will cover the New York | a*Ace Fiction Grp... 5.0 1,052 axe hottass Woman's Home sa 
ersey district. American Magazine. 64.9 27,238 73.2 30,755 Companion ....... 3 58,593 81.5 55,341 
and New J y American Forests .. 11.2 4,704 10.3 4,340 
American Home .... 81.4 51,421 67.9 42,933 Total Group ...... 2,871.6 1,466,923 3,163.1 1,625,510 
Mark Allen Co. Expands American Legion . 23.0 9,623 30.0 12,620 STANDARD 
: Better Homes & American Mercury .. 4.3 777 6.0 1,088 
Mark Fe Cane eee Gardens .......... 144.6 91,359 98.1 61,990 | Atlantic Monthly . 28.5 11,970 39.8 16,695 
maker of Prep toiletries »| Christian Herald ... 28.9 12,399 29.0 12,438 | Harper’s Magazine.. 29.0 6,893 39.4 9,366 
has been converted from a part- 
‘ ] Ns ae 4.7 3,224 6.0 4,112 
nership to a corporation, and Up-| Cosmopolitan ...... 90.7 38,882 95.2 40,826 Total Group ...... 61.8 19,640 85.2 27,149 
on completion of its two new seC-| Dell Detective Grp... 17.1 7,340 21.9 9,395 OUTDOOR 
tions, will resume production of | +Dun’s Review ..... 44.8 18,797 42.7 18,318 | American Rifleman.. 51.0 21,707 41.0 17,367 
Kontrol deodorant, t o othpaste Eagle Magazine .. 12.8 1,925 5.7 759 Field & Stream..... 120.6 51,774 99.3 42,586 
and other Kontrol toiletries selling |E1Ks_ ..--..-.-...-.. 9.6 4,177 13.0 5,577 | Fur-Fish-Game 24.1 10,345 20.4 8,736 
ag ia sentient Esquire (Natl.) 108.1 72,660 122.8 82,516 | Hunting & Fishing. 34.4 14,762 33.7 14,471 
in the woman's . Extension ......... 29.8 20,507 16.8 11,533 | Outdoor Life ....... 96.4 41,361 84.6 36,288 
age 3 ae Wak eno esta 5' a% 130.4 82,397 138.0 86,216 | Outdoors .......... 33.7 14,475 24.1 10,138 
ee { CHICAGO | Names Cairns & Co. Grade Teacher, The. 32.8 14,453 33.3 14,676 | Sports Afield ....... 103.0 44,572 72.5 31,083 
‘ et 3 “ 5 
case phn 4 Dominion Burlington Mills Ltd., pO ree rere 80.3 54,615 52.0 35,338 
: : nied” ts named John A_| House Beautiful 158.8 100,345 181.7 83,249 Total Group ...... 463.2 198,996 375.6 160,669 
IO = ontreal, nas handle | Howse & Garden.... 112.2 70,920 112.2 70,936 JUVENILE 
re Cairns & Co., New York, to handle | tmprovement Era .. 19.6 8,404 = 20.6 8,838 | American Girl ..... 12.6 5,429 13.0 5,571 
ORPO ~ . consumer and business advertis-| Instructor ......... 27.4 18,761 28.5 19,497 | Boys’ Life ......... 21.0 14.265 24.1 16.416 
sot : ing in Canada. Macfadden Men’sGrp. 16.3 6,460 19.7 8,240 | Calling All Boys.... 0.9 332 4.0 1,512 
Mechanix Illustrated 77.5 17,353 67.6 15,150 Calling All Girls... 27.3 11,724 28.5 10,864 
Motor Boating ..... 115.0 67,620 114.8 67,510 | ¢Child Life ........ 6.8 2'901 96 4,022 
National Geographic 48.0 11,375 41.0 9,709 Famous Funnies 4.1 1,584 9.0 3,483 
e Nation’s Business ., 43.7 18,744 59.1 25,371 Fawcett Comics Grp. vie ae ee 
an re | We Nature Magazine ... 3.7 1,554 5.0 2,110 | +Open Road for 
9 _ A pert 22.3 15,130 25.5 17,340 En. cccus 18.2 7,815 14.1 5,926 
Popular Mechanics.. 165.6 37,100 146.1 32,732 Polly Pigtails Pa aie 5.4 9.084 10.3 3,923 
Popular Publications 11.0 2,454 12.5 2,800 | True Comics ....... 4.4 1,668 5.0 1,919 
e Popular Science .... 138.9 31,113 132.5 29,680 
re | og ice, Or *Promenade ........ 38.2 16,373 45.8 19,632 Total Group ...... 100.7 47,470. 117.6 52,124 
ee ee eee 42.6 18,268 49.6 21,260 WEEKLING—APRIT. 
eee ieee | ee eo a 262 | American Weekly .. 75.9 75,895 67.8 67,830 
b*Sports “ 16.6 6.326 : : Business Week ..... 284.4 119,444 283.6 119,098 
eStreet & Smith All” : , _— **** | Christian Advocate... 17.2 7,206 19.8 8,347 
Fi PE cle sa¥an wee 226.1 153,758 200.0 185,995 
a ction Grp. ...... 3.5 651 5.5 1,023 | Gig 93:3 “aes 1086 46371 
id ae il Reh a 30 HEE SEO. SNLEOE | Reehes .......00-0: 808 16006 «846A 
eel er oer once 50s tie avrg |  Sreepeeperccere 22.3 23.461 45.1 28,063 
Town & Country.... 110.0 73,892 131.8 88,599 a ceeececececs ona Ps gris By Be. be 
ks SEE paket Dr a eo aren 114.0 77,527 95.2 64,727 
al ai. % 4 : . q{Newsweek ........ 244.0 102,494 284.7 119,590 
New York Times 
Total Group ...... 2,329.7 1,159,419 2,235.0 1,110,916 Seceiios .....020 173.1 147,123 «184.8 124,147 
New Yorker ........ 272.8 117,042 262.5 112,619 
WOMEN , 1619 
i re 163.2 69,998 182.0 78,078 ae soseess ace ane + oth 
cFamily Circle ..... 20.6 8,817 22.4 0000 | See . , . ’ 
Glamour ........... 170.7 73,216 220.7 94,666 wens y & 383.1 260,517 308.7 205,804 
Good Housekeeping. 182.0 78,003 166.4 71,381 gaturéa> “Meview of ; , . ’ 
Harper’s Bazaar 166.0 104,914 228.5 144,433 teal 60.0 96.906 eae en.071 
acto a => lal RS ER BR ev 
Juntos Baaear.... .” i “ F 3 This Week Magazine 53.6 45,545 45.9 38,912 
Junior Bazaar ...... 79.4 50,192 140.0 88,480 {Time 312.0 131.023 349.0 146.499 
Ladies’ Home “eee eevee eeneare . , e . , 
Journal .......... 173.6 118,077 133.9 91,068 | United States News. 132.2 55,540 172.4 72,391 
mist. ’ 6 . _| Mademoiselle ...... 242.0 103,818 209.0 89,661 
This is WDAY’s 25th Anniver- | Macemoseile seree: ir ise ae et r Total Group ...... 2,949.4 1,678,048 3,010.0 1,647,012 
sary Year, and we’re passing out | “ever Romances “<< nae 4 - aa *Not included in totals. 
pe .. ca. me a! horn ao pens 7 ‘ % ¢ tarted publication September 1946. 
dividends! WDAY is the 6 to 1| Modern Screen (MM) 55.7 23,901 59.5 25,541 | BNO May 1946 issue, 
Motion Picture (F). 59.3 25,419 72.8 31,214 pr eda Bigg P og wr 
favorite station in the famous kh mag ges eee ae preted as pry dAverage pre editions—1947 Silver Screen and 
° ee ee ne Mileage ee . ’ 2 ‘ Screenland Unit. 
Red River Valley (according to enh Show itt 30.5 13,068 39.3 16,867 eFour insues 1947: seven 1946. 
Movie Stars Parade. 30.1 12,912 36.5 15,670 +Page size changed since last year 
‘ 1 . ‘ : 
numerous listener-surveys )—so eee Sess: See Fee 6 ake aaa tTwo issues 1947; four issues 1946. 
in dividend : dvertiser ———_a. F ' : = {Four issues 1947; five issues 1946. 
the dividends every a Sectoe AD %scas e4 3,288 gs 2,267 fPublished every other week 1947; weekly 1946. 
gets are: Parents’ (Nat'l) 94.8 40,675 99.0 42,452 CANADIAN F 1947 ~ ¢ 1946———-. 
Personal Romances. 27.3 11,709 36.7 15,749 Pages Lines Pages Lines 
Photoplay (Mac) ... 64.5 27,659 72.3 31,032 Canadian Home 
Radio Mirror (Mac). 41.6 17,486 40.3 17,308 Ee eee 61.5 41,800 56.1 38,136 
M4 - *Real Romances 20.0 8,770 32.0 13,594 Canadian Homes & 
(1) A bigger audience *Real Story ........ 20.0 8,770 32.0 13,594 Gardens ......... 66.8 44,900 58.8 39,496 
° . *Screen Guide ...... 29.1 12,468 oes anes COBCORRANO cs cccsces 57.3 38,987 57.4 39,003 
(2) that is more attentive dScreenland Unit 28.7 12,303 43.5 18,662 | aLiberty ........... 40.6 17,397 41.0 17,803 
‘ Screen Romances 44.9 19,272 51.6 22,147 NS Perec 83.0 56,446 89.0 60,497 
(3) and more responsive. SOMME kids i0ssid9 24.1 10,201 19.6 a338 | Mayfair ........... 985 61127 910 61127 
BSOVENtOOMN ..scvvees 146.7 99,766 153.7 104,540 National Home 
Today’s Woman .... 21.1 9,077 20.8 8,920 Monthly ......... 41.3 28,095 41.2 28,018 
True Confessions (F) 63.6 26,876 68.8 29,516 New World ........ 38.6 26,278 36.2 24,614 
a ‘ r , ic ° True Experiences Revue Moderne, La. 37.4 25,416 37.2 25,311 
¥ ou can take a bite, a slice, ors SE -Awawes uses 45.4 19,494 45.9 19,701 Revue Populaire, La 36.2 25,309 36.6 25,600 
™ — 7 We True Love & Ro- aM@amedi, G6 1.50. 42.0 29,378 37.3 26,127 
hunk, as you Ww ill. We de got : mance (Mac) 43.7 18,727 42.9 18,408 : 
sw ehnice avai ilities ach | True Romances (Mac) 47.4 20,347 46.2 19,835 Total Group ...... 603.2 395,133 571.8 385,726 
few choice availabilities in eac | True Story ......... 81.3 34,394 73.0 96,046 | nn 
2ate “yy! Tr} r ASK “ree | Vogue (2 issues)... 227.7 143,884 330.6 208,911 aApril linage. 
ategory: rite us or as ree | 
> . 
& Peters. "9 ; “ 
‘Plan Management Meet government, labor and agricul-|24. The bi-weekly magazine goe: 
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FREE & PETERS, INC. 


Exclusive National Representatives 


The Eighth International Man- 
|agement Congress, the first such 
| meeting to be held since 1938, will 
ibe held July 3-9, in Stockholm, 
Sweden. The meet is described 
as a “positive drive to show busi- 
ness men of Europe that the com- 
| petitive system of free enterprise 
is still the most efficient devised 
| by man.” About 200 industrial, 


tural leaders from the U. S., 
headed by William L. Batt, presi- 
dent of SKF Industries, Inc., will 
attend. 


Schedules ‘Toy Preview’ 


Fox-Shulman, Inc., Philadelphia 
publisher, introduced the third 
publication in its first year of 
existenee, Toy Preview, on May 


to a controlled list of 11,000 toy 
buyers, and sells: only one-sixth 
page ads. 


Drops Brassiere Account 


| Moss & Arnold Company, New 
| York, has announced that, effec- 
| tive June 1, it is resigning the ad- 
vertising account of Exquisite- 
Form Brassiere, Inc. 
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Advertising Age, May 26, 1947 29 
s ; | stresses its fully automatic opera-| offices are located here. J. Jay 
Homemakers Unit fig ae he ge Oop Ad Copy | tion with auxiliary manual con-| Fuller & Staff, Buffalo agency, is 
. ’ ’ ; eee ; ; : aos : a 
in manager of the kl er- trol, safety handles and doors, handling sales promotion and ad 
to Publish I Do, Fo i Fontintes, B. C. iy J.ciere Introduces New /complete lack of odors and con- | Vertising. 
} a partner in a. C. Way & Aaio~ | venient height. ———— 
Bride's Quarterly (3,22"9, nt ° Way« As;|Home Incinerator [venient height. |. uyzeator To Jules Lippit A 
New Yorx—Homemakers Insti- | advertising representative for| Burrato, N. Y.— Cooperative) broke in the Detroit News in con- ae aa Seaenrnes 
tute, organized last year to dis-| British Columbia weekly news- | % : a P _—e Anchor Chemical Company, 
tribute leaflets of practical guid-| papers. | newspaper _ advertising in key | nection with the recent builders’) Brooklyn, manufacturer of “solu- 
snce to housewives, is at work saeet a ims Se Saint niet Se, itentuce| show thiee, Fenduslcn, Imuneha Gate foe eeieey eoeiena ay 
: : e Hygeator, a streamlined ver- year ago nam ules ippi vertising, 
aoe Mued oy @eeatriea | omar Ups Morvay sion of the home incinerator, and year and distributors are prom-| New York, to handle its adver 
46 circulation basis to 100,000 brides | New Tork, has abused Lannea 0 c ee Cie Seles | Wek eee eee. Se heath; iu, re 
: : on P ? : : i tlets are being largely confined | lications will be used. 
od during its first year. First issue|Morvay Jr. vice-president. Mr. "mapped for use late this fall. nape she g ge'y 
a is expected to appear next fall. Morvay has been copy chief, | The Hygeator, operating on a| to retailers of automatic heating - amen 
The magazine, designed for|radio director and account execu- patented down-draft principle, is | appliances and similar lines, who | ALMANACS! CALENDARS! 
permanency, will be bound in tive. _ only 32 inches high and 20 inches | maintain sales organizations con- | (Used Dally Throughout the Year) 
book form with an expensive : ——_—--- | square. The manufacturer, Hygea- | tacting the consumers directly. | PRINT YOUR OWN ADVERTISING MEDIUM 
white leatherette cover, person- Appoints Walsh ‘tor Corporation, claims pond ee, ho —— bogged - | We We supply com ote copy. for U. 5. ene 
alized with the recipient’s name Robert E. Walsh has been ap- new unit, priced at $129.50, o ers | sociated with £lymou otor 1 Astrological Date, Weather 
hand-stamped in gold, with page| pointed media director of the New larger capacity than most other | vision, is president and sales man- | Planting and Fishing Tables, Etc. 
size 9x12-inches. Brides’ names| York office of Brisacher, Van | domestic incinerators selling ager of Hygeator Corporation, HART WRIGHT CO. 
will be culled from newspaper Norden & Staff. around the same price. Ad copy whose manufacturing plant and, Pean Yan, New York 
“enn wedding announcements and de- 
ort partment store specialty lists, 
; mostly in cities of 100,000 or more | 
55,341 population. 
25.610 More than 200 pages of editorial | 
; material will be carried, devoted 
1,088 to 13 sections, each x] 
16,695 by color illustrations. The text 
9,366 will be interspersed with fabric | 
27,149 and cooking glossaries, sewing in- | 
structions, charts, and other ref- 
17,367 erence data. 
"Sane Contributors and consultants to | 
14/471 the institute and to I Do will in- | 
36,288 clude Dr. Joseph D. Teicher, | 
10,138 American Psychological Associa- | 
$1,083 tion; Dr. Louise M. Dantuono, | 
160,669 Bellevue Memorial Hospital; Leon | 
Herbach, professor of statistics | 
5,571 and mathematics, Brooklyn Col- | 
16,416 lege; Eleanor Kunkin, R.N.; Mme. | 
Reo Majeska, American Designing | 
4,022 Corporation, and (on the lighter | 


3,483 side) Dorothy Kilgallen, Rise | 
Sees Stevens and Bea Wain, who have | 


5,926 prepared articles on “How I Quar-| | 
3,923 rel With My Husband.” 
1,919 Sections on fashion and interior 
52.124 decorating will be revised sea- | 
: sonally, with the others probably | 
67,820 remaining unchanged. Advertis- | 
119,098 ing will run less than 200 pages, | 
8,347 with advertisers required to con- | 
135,995 
45.371 tract for pages only, on a yearly 
13,573 basis. Black-and-white page rate 
28,063 will be $4,800 yearly. Advertising 
aos copy may be changed quarterly. | 
"Ei est The institute maintains offices | 
119,590 at 330 W. 42nd St. jointly with | , i ' ~ ai rs i 
Business Letter Service, which is | oe - le eaten very 
sina its principal backer. President | 
14,177 and publisher is Louis Fishkin; t t to om tt 
17,164 executive director and editor, | Qa ook nore: van 
Leslye Kunkin; director, Leonard | 
205,804 Jossel; promotion, Jud Jaffe; and | 
35,971 advertising, Norman Eisner. 
14,012 a 
38,912 
ties: | Appoints Haynes 
72,391 Kenneth B, Haynes has been | 
appointed sales and advertising | 
647,012 director of Haynes Lithograph | 
Company, Silver Spring, Md. | 
mn and | 
| 
946. 
6—— yh 
Lines Anyone, anywhere can set | ad 4 
38,136 type this new, practical way. e 4 
39,496 | Fast, economical —just the e E 
39,0038 | thing for heads or complete z= 
17,803 i | ££ 
60,497 | ods. Cardboard letters are w : 
61,127 automatically aligned when = 
28,018 | set into Fototype composing 1 : 
24,614 | stick. No metal type, no |@ S | 
as 000 messy ink, no impressions |# 4 E 
26,127 to pull. Over 75 popular (a = 
—$<$<$—— = = 
385,726 types to select from, each = : 
packed in a compoct, refill- @@ E& | 
able leatherette case. a 
ne goes z 
000. toy + Ante 5 
ieee New 24 -Page 
Catalog 
ount 
Ly, New 
t, effec- 
the ad- 
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} } number of one-minute weekend : : { 
acre aon Se ee spots over NBC’s television sta- Gas Association | ; 
ovany Suis, Fassaic, N.. J., |tion, WNBT. Forecasts will pre- » . e 7 ei) 
turn television weather reporter pee tram! oP glare sports| Cites Promotion | GAIN AND LOSS PERCENTAGES - 52 CITIES | 
for sport fans during the summer | events covered by NBC cameras.|, c iil | 
months. The firm has bought a ajfred J. Silberstein-Bert Gold-|{n First Report MARCH 1947 - 1946 | LOSS ~— . eee cy} 
: smith, Inc., New York, is the! - y A ie | CLASSIFICATION | mace | 20010 —- = Vt er ee ee 
agency. } EW ORK—American as S- | RETAIL 13.2 BEARERS TS 
— sociation emphasizes, among other | GENERAL aie 
JWT Appoints Adams services, national advertising, pro- | oe oe 
Al Adams, formerly with War- Prngy 8 foment and ape eg TOTAL DISPLAY 15.9 as ae 
‘ner Bros. and RKO Radio Pic- a as a oe ae 4 Pig | cuassieo 9.3 Senaianie 
tures, has joined J. Walter|‘® mem ors, jum issued for the TOTAL ADVERTISING | 1442 
| Thompson Company, New York, year 1946. Whether the report DEPARTMENT STORES | 949 
_as head of its eastern motion pic- will be an annual affair,” an ex- | ACCUMULATIVE = -_ 
_ture advertising unit. ecutive said, “depends largely on | Ee 1307-1 netted SE am 
Elects Dawson Director aye yg org rr) a al 
Cc c ses 0 ember- GENERAL 10.0 TT | 
R. ‘W. Dawson, vice-president in| ship grew in 1946: gas companies | AUTOMOTIVE 70.6 } - — 
| the Chicago office of Albert Frank-|from 417 to 450; manufacturer | HNANCIAL 10.4 —— | 
|Guenther Law, and dean of its} companies from 344 to 479; asso- | TOTAL DISPLAY 16.6 , 
'branch managers, has been elected | ciate companies to 21, and in-| asin oe “ _— 
,a director of the agency. eet members from 3,730 to mater rg Pct | 
Gas company subscriptions to 


NBC AFFILIATE 


FREE 


& PETERS, INC-. 


|through Ketchum, 
| Grove, and smaller amounts for 


| 


special research, promotion and 
national advertising funds totaled 
$1,522,345. The association spent 
$704,749 from a national adver- 
tising fund, in domestic gas ad- 
vertising, through McCann-Erick- 
som, $107,990 for industrial and 
commercial gas advertising, 
MacLeod & 


publicity and other purposes. 

In addition, $152,000 was spent 
for national advertising from a 
research and promotion fund, 
which had an unexpended bal- 
ance of $300,836. 

The 1946 campaign involved 
expansion of circulation from 47,- 
500,000 to 57,000,000 and from 
215,000,000 to 240,000,000 in num- 
ber of “messages.” 


Roffman to Open Agency 


Richard H. Roffman, for the 
past year public relations and ad- 
vertising director of Traubee 
Products, Brooklyn, will resign 
June 1. After a brief vacation, he 


MARCH NEWSPAPER LINAGE AT A GLANCE—Media Records’ measure- 

ment of newspaper linage in 52 cities shows another spectacular gain in auto- 

motive advertising. The nearly 100% gain topped the February gain of 95.8%, 

and brings the first quarter automotive linage up 70.6% over the same period 

last year. Financial linage, down 14.9% from March 1946, was again the only 
loser for that month. 


will open his own public relations, 


contest promotion and advertising 
counseling service office, with 
temporary headquarters at 540 W. 
122nd St., New York 27. Mr. 
Roffman will retain his associa- 
tion with Traubee in an advisory 
capacity. 
Kimball Adds Office 
Abbott Kimball Company, New 
York, has opened a Montreal office 
at 1448 Peel St., affiliated with 


Walsh Advertising, Montreal. 
Morgan Reichner, Kimball vice- 


paint, Rocktite Boncote cement 
and stucco paint and Westex tex- 
ture paint. Radio, newspapers, 
magazines, weekend papers and 
trade publications will be used. 


GOEAS INCV Otte, 


That Sing With Self 


jals - 
u = 


imum results 


; P r max 
president, will be in charge of scientifically destametin. aparkling - were 
eres : , +t on! - =: 
liaison between the Kimball er dolla and expert po aie: For 


Montreal and American offices. 


Gets Paint Account 

Wesco Waterpaints (Canada) 
Ltd., Montreal, has named Walsh 
Advertising, Montreal, to handle 
its advertising for Flite casein 


deas . +: , Co 
for advertisers SELL merchandise 


Write or ‘phone - 


GORDON M. DAY 


6 
tising Servic a i 
thee New York 22, M- 
14s E. PLaza 3-3460 


Greater 


STABILITY 


“FEWER PEAKS AND 
VALLEYS” 


MARKS GROWTH OF GREATER MIAMI «ee 


“GREATER MIAMI — THE 


Miami 
Herald 


JOHN S. KNIGHT, Publisher 


New sales records are being 


established in South 


decreasing ... 


five years. 


INTERNATIONAL 


MARKET OF THE 


Florida .. . 


The gap between summer and 
winter business volume is 


STABILITY 


is the keynote in this rich 
market. Summer business 
alone has increased 25 
per cent during the past 


Sell this market completely 
through The Miami Herald, 
one of the nation’s top news- 
papers in advertising volume 
... First in the South. 


MATIONAL REPRESENTATIVES: STORY. BROOES & PNLET, HC. 
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( p f executives, and 73 “other” occu- 
onsumers Freier Pra heiibalt ja-aeslialiha,” te 
$10, from the committee’s head- 


Informative Ads, susp 7 enter Ses 
Survey Discloses Whidden Promoted 


Howard P. Whidden, chief of 
New York—Although most con-| the London bureau of McGraw- 
sumers believe that present-day | Hill Publishing Company's world 


ae - news staff for two years, has been 
et ay ge “ mel “e* than | appointed foreign editor of Busi- 
that of a lew years ago, they Still| ness Week. He succeeds John 


think that advertising should be| Chapman, who has held the post 
nore informative, the Committee | for 18 years. Mr. Chapman, now 
on Consumer Relations in Adver-| vice-president of McGraw-Hill’s 
tising reports in a 76-page bul- | international division, has _ been 
letin, “Consumer Attitudes To-| named publisher of Ingenieria In- 
ward Distribution.” | ternacional (industrial and con- 

On the whole | struction editions), and the Mc- 


: , Consumers Te-| Graw-Hill Digest. 
gard retail advertising as more in- | 


formative than national advertis- | 
ing, but feel that retailers do not} Cohen to Form Agency 
provide sufficient information at| Harry B. Cohen, vice-president 
point of sale, the committee gen- | of J. D. Tarcher & Co., New York, 
eralizes on the basis of the find-|and previously chairman of the 
ings of this study. plans board of Dancer-Fitzgerald- 
Other generalizations, as dis- Sample, will Pe May 31 to 
closed by the committee, are: (1) form Harry B. Cohen Advertising 


i i any, at 1 E. o7th St. 
There is no sharp expression ot | mean . 


| 
| 
\ 


"SEBCing you’’... in INDIANAPOLIS 


“Baffle Us” Rates High on 
the Hilarity Parade 


“Baffle Us,” the new WIBC show heard Tuesdays and Thursdays, 
at 11:30 to 11:45 a.m., is fast attaining a pinnacle position on 
Hoosierdom’s hilarity parade. This fun-packed fifteen minutes 
of music and merry-making has Jack and Paul stroking the strings 
and debonair Mike Dunn as emcee. When these two solid senders 
fail to deliver the tunes requested by studio and stay-at-home 
audiences . . . then “Baffle Us” gives with the gifts. For its 
Tuesday and Thursday sponsor, this fast-paced program is pulling 
an ever-heavier mail response. And for the advertiser who is 
seeking an upswing in Indiana sales, a Monday-Wednesday- 
Friday edition may well be the answer. Ask your John Blair Man. 


JOHN BLAIR & COMPANY - NATIONAL REPRESENTATIVES 


The INDIANAPOLIS NEWS Station 


Wibt 


1070 KC 
5000 WATTS 
BASIC MUTUAL 


opinion as to what form of label- 
ing is most desirable from the 
consumer viewpoint; (2) buying 
by brands and as a result of ex- 
perience are considered satisfac- 
tory buying aids; (3) the majority 
of consumers feel they should en- 
gage in activities designed to im- 
prove their buying ability; (4) 
there is some difference of opinion 
as to whether the consumer gains 
more in purchasing a private or 
distributor’s brand or a nationally | 
advertised brand, and (5) con- 
sumers generally show a consider- 
able lack of understanding of the 
structure and functions of the dis- 
tribution system, but they have 
definite attitudes toward market- 
ing institutions and practices. 


Aids Personal Selling 


Seventy-two per cent of consum- | 
ers said that advertising helps to 
make personal selling more effi- 
cient; 77% replied that advertis- 
ing tends to stimulate consumers 
to improve living standards; 80% 
recognized advertising as an es- 
sential part of our economic sys- 
tem; and 94% held that an impor- 
tant task of advertising is to 
arouse interest in goods and serv- 
ices and to create a desire for 
them. 

The bulletin is about equally di- 
vided between text and interpre- 
tative materials and _ statistical | 
data, and is presented under three 
main sections: Consumer atti- 
tudes toward (1) advertising, (2) | 
labels, consumer goods standards 
and brands, and (3) marketing 
practices and institutions. | 

The findings are based on re- 
plies of 1,574 consumers replying 


‘Chicago Area housewive 


in @ recent survey of Chicago Area housewives, 738.7% 
said they read Downtown Shopping News REGULARLY, 
90%, of them live in the higher bracket rental areas... 


Hf you want your advertising message directed to “better- 
able-to-buy” Chicago area housewives—625,000 af them 
who will read your story REGULARLY—you can Yell Men - 


ss 


Be: 


‘yes,” “no,” “doubtful” or “no and seifthem faster, and at less cost in Downtown Shopping 
pinion,” to a 63-statement ques- News, | bi 
tionnaire distributed to approxi- A i. 
mately 2,000 consumers. e 1. ‘ © and acent suburbs . i, 
Of the 1,574 respondents, 535 For dominance in Chicag adj a 


ire subscribers to the committee’s 
‘Consumer News Digest,” 303 are | 
nembers of a professional market 
esearch organization’s consumer 
vanel, and 736 are consumers | 
from various parts of the country 
ontacted at random by field in- 


* For scientifically controlled coverage of the better-able-to- 
buy sections throughout this market 


* For 100% regular home delivered circulation 
¢. For a millind sale oF @aaeO 


estigators. ¢ Fora flexible, @uneny dolidr-saving method of sampling 


Of those replying, 490 are teach- 
rs, 151 members of other pro- 
essions, 724 wage earners, 136 


my 


° For consumer-de@ia® @u@ marke? research, scientifically 
engineered for correghamewers #0 your Chicago marketing 
and merchandising pR@aiama==welte teday for details of 
the Shopping News haggeiaiigred: merchandising and 

advertising plan now being @aea Successfully by 40 other 
important national advertisersqm 


owtoun loping low A 


39 South State Street 


Chicago 3 


Sey 


Notional Repeasentatives om 
JAMES A. COVENEY: 


NEW YORK i 
) Fitth Ave., Zone 17 i 
Murray Hill 2-8404 
CHICAGO 
39 $. State St., Zone 3 
Phone Franklin 8619 4 
BOSTON 
89 Broad S1., Rm. 515 


~ Phone Liberty 4160 


ST. Louis ? 
316 N. Sth St., Zone 1 
Phone Chestnut 2400 
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. P volume. With the help of a highe 1eWw 
Launches National Drive rate, its volume was $3,168,165 i an 


aaa ' Magazines’ 
SuRE! JOHNSTONE ee ee ee pec Newspaper agazines /this year’s first quarter, or mor we 


YOU SAY THEYRE 


Soauevaen pie Fp ib nee nape the pages of national publications, than $900,000 ahead of the paralle witk 
\caaroons ef has launched a campaign for | period of 1946. The linage tota “j 
——" 4 Gabriel shock absorbers in The earner a es @ecor 5 | this year may approach 550,00( chal 
} B - Saturday Evening Post, qunins /as compared with 485,023 in 1946 rhe 
with a full page in two colors in tising. Although its linage gain|and the dollar volume may ex well 
oR haa eroet oa 3 Offer 22,000,000 for the first four months of 1947 | ceed Nag sie ag si tion 
: : epg ie wi ° ° + was only 1.9%, to 274,700, the! This eek is now distri ute: E 
handles the account. Circulation, bu , April 1 increase was 11.7%, to | by 24 newspapers with a com issu 
Independents Gain 75.953. | bined circulation of 8,746,000. | rate 
Ee. : = Racaes q Will Break R a | added three in 1946—the Dx Phi 
New YorkK—The Sunday news- _— staal |Moines Register, Minneapoli Ho 
» | paper magazine business is thriv- This magazine already  has| Tribune and Rochester Democrat ane 
‘ing on both the “national” and enough business booked to shat- | & Chronicle, and in midyea del; 
Ihe record each month | |“independent” fronts. ter the record again in the first| switched from the Atlanta Con wh 
, With three of them—The Amer- half of 1947. For the full year— | stitution to the Atlanta Journa line 
e | \ican Weekly, This Week and With the help of a rate increase | The magazine was distributed b) be 
of the finest perfume | | Parade—currently being distrib- —it probably will do $16,000,000 | the Philadelphia Bulletin on Sat- fou 
, | uted by 66 newspapers with com- volume, as compared with $13,- urday until April 27 of this year. 80 
and cosmetic advertising | |bined circulation of more than 500,000 in the year 1946. The} when it went over to the nev 


22,000,000, and expected to gross American Weekly is distributed | Sunday Bulletii. 
between them more than $30,000,-_ by 20 large city newspapers. Its 


; ‘Parade’ Circulation Up 
(000 in advertising in 1947, a score Current circulation guaranty is nu 


of the locally edited magazines | 9,300,000 and its press run nearly| Marshall Field’s Parade is now col 
BEAUTY FAS ION ‘are making sales progress. 10,000,000. carried by 22 newspapers witl Al 


| The American Weekly observed| Puck—The Comic Weekly, sister | combined circulation of 4,400,000 wa 


E te onuinmdiaas 7 ie ublication to The American) This, said Arthur H. (Red) Mot- fre 
Also publishers of DRUG AND COSMETIC INDUSTRY | iS oth ae ae eee nan Weekly, is distributed by 15/ley, president, compares with 3, J Ax 
: -s sid newspapers, many of them the | 100,000 in March, 1946—‘1,100,000 his 
= same, with combined circulation | of Which was in some of the same tio 

of 7,300,000; had a linage increase | fre 


of 19.3%, to 139,272, in the first | a. 
ot i iT} e rn four months of this year, and an | For Guaranteed qu 

April linage gain of 39.7%. Puck | 

also made an advertising record | CIRCULATION 


Ww) 
in 1946, with 328,149 lines or ra 
$4,000,000, and expects to go be-|| 'N THE POWER PLANTS ne 
@ yond the $5,000,000 mark this OF AMERICA so 
year. Puck was launched in 1925 
Wy Oo mM at e i i n and introduced comic section ad- | IT'S Ww 
vertising in the early ’30s. | tc 
vee Wack sna. up | NATIONAL ENGINEER | | 
A JOURNAL FOR POWER pe 


This Week’s linage rose 20.2% | ENGINEERS B 


in April and 11.2% in the a 4 So. 15th S. 176 W. Adams al 
four months, to 174,535. In 1946 : : 
, ’ ’ Phila. 2, Pa. Ch , UL 
i fm | This Week had a record $9,739,873 | fete ee —— | 


GREAT INDUSTRIES w ta 


Growing GREENSBORO MARKET 


That's not just a catch line—it’s a fact. 
The 850,000 men who make up the order 
of Elks are truly important in, and to, America. 


PROXIMITY ... world's largest denim 
i inki n local. state, and national manufacturer operates 470,000 spindles 
Their think pli : Soe A and 14,000 looms in their 16 plants. Ap- 
affairs is eagerly sought by Public Officials; proximately 6,000 freight cors are re- 
; their help in recruiting a peacetime Army espe- — Poco van Boa pre — of 
. y- ° ese 
cially requested by the Federal Government. plants and the home office employing 
Elks themelves are well represented in Congress, — 8,000 people are in the Greensboro 
in Governor’s chairs, in hundreds of City Hall Proximity Manufacturing Company and 
the internationally known Cone "Seal of 
r and other State, County and Local Offices. Service’ is part of the vast manufactur- 
ing activity and one of the strong factors | == 
Because Elks are leaders, they naturally {ia the balanced economy of the Sea HERMAN CONE 
become the center of the business and social | Greensboro Market. 
activities of the communities in which they live. i np OO ERIE EO 


And they read The Elks Magazine more 
intensively page-by-page, cover-to-cover than 
any other magazine that comes into their homes. 


x -* »* 


Elks know more people, see more people, talk to . 
more people, and influence more people, than any YOUR sales plans should center in this 

ee ee _ewh rich, fast-growing market with 631,000° 
other group of 850,000 individuals. That’s why we say, siniletien aad cabal ales oh tbat 
‘Tell it to the Elks—and you’re [telling America!’’ 


000° in the ABC Retail Trading Zone. 

Reached through the NEWS-RECORD 
MAC AZINE Gaga 
a | ~ _. GREENSBORO. N. a —— 


| ime with more than 89,000 daily circulation 
* and better than 64% coverage of families 
% in the ABC Retail Trading Zone. 
1947 Sales Management Figures 
by Jann & 
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vewspapers carrying The Ameri-| ent’ Sunday magazines, such as 
‘can Weekly and This Week. Now| the Denver Post’s “Rocky Moun- 
we have only 200,000 duplication | tain Empire Magazine,” are mak- 
with The American Weekly. ing progress. So is the New York 
“Tronically enough, due to | Mirror Magazine. 
changes in pattern, This Week and| Among the most successful of 
The American Weekly now have|the “independents” is the New 
well in excess of 1,000,000 duplica- \York Times Magazine —which 
tion.” carried 1,437,083 lines of adver- 
Effective with the July 6, 1947, | tising in 1946, as against 1,002,000 
issue, Parade is introducing new jn 1945, and had 536,450 lines in 
rates to cover the addition of the | the first four months of this year. 
Philadelphia Inquirer and the} Average Sunday circulation of the 
Houston Post and the discontinu-| Times for the six months ended 
ance of distribution by the Phila-| March 31 was 1,091,000, as com- 
delphia Bulletin. The black and) pared with 897,405 for the same 
white one-time page rate (850 period a year ago. 
lines) for the entire edition will | 
be $8,500; two-color, $9,450, and 


aeank ne cae $10,-| The First Three Markets Group 
; ; . ; '—New York News, Chicago Trib- 
Gross Revenue Increases une and Philadelphia Inquirer— 
Parade’s gross advertising reve- is making progress with gravure. 
nue in 1946 was $1,753,669, as | Metropolitan Group, which calls 
compared with $1,697,380 in 1945.| itself “the national newspaper 
Although its first quarter linage | "¢twork,” now offers gravure in 
was down 4.1%, to 56,756 lines, | 23 papers with combined circula- 
from first quarter of 1946, and/| tion of nearly 15,000,000. _ 
April linage declined 29.5%, In a recent booklet, Lionel B. 


Gravure Groups Progress 


Publication, Inc., made an ‘ap-| Multi-Ad Services, Inc., Peoria, 
praisal” of “Syndicated Sunday Ill., producer of Multi-Use Layout 
Magazines.” Although none of | Service. 

them is yet “a national maga- 


zine,” he said, each of the Big| Names Coombs A.M. 
Three in this field “is powerful Edgar T. Coombs, Detroit man- 
enough to be sold for what it is, | ager of Midwest Farm Paper Unit, | 
on its own merits and without) has been named advertising man- 
camouflage. . . ager of the group in Chicago. | 

“Newspaper reading is hurried | 
reading; but nobody reads aj| 
magazine when in a hurry.” ‘ 


Also, Mr. Moses pointed out, | 
syndicated Sunday magazines are 
too big and important to be; 


merely “supplements.” | 
ie en ae An “Idea” packet brimfal with 


‘ . | sparkling examples of topnotch 

Cogswell Joins Curtis RCS photo-offset printing. 

David W. Cogswell, with Mere- | Send for thi ket NOW! 
dith Publishing Company, Des Recap eg z 
Moines, prior to serving in the See the versatility of this economical 
Navy, has joined the San Fran- printing method — the RCS way! 
cisco staff of Curtis Publishing 
Company. 


Phone State 5977 


John Feser, formerly advertis- 
ing director of the Times, Daven- 
port, Ia., has been appointed vice- | 


higher rates with larger circula- | Moses, vice-president of Parade 
tion boosted advertising revenue | 


president and field director of | 


from $450,424 in the first quarter 
a year ago to $531,663 in the first 
quarter of this year. 

The reorganization which started 
when Mr. Motley moved to Pa- 
rade’s helm a year ago has been 
nearly completed, he said, in per- 
sonnel, product and coverage. 

One Hearst Sunday magazine 
which continues to expand is Pic- 
torial Review, now distributed 
through 10 major market news- 
papers to 6,200,000 homes, from 
Boston and Baltimore to Seattle 
and Los Angeles. 

Pacific Parade, comprising 12 
locally-edited newspapers on the 
West Coast with combined cir- 
culation of nearly 2,000,000, has 
been affected somewhat in adver- 
tising expansion by the paper | 
shortage in that area. Pacific | 
Parade is handled by seven dif- 
ferent representatives. 


Others Move Ahead 


A group of six “locally-edited 
Sunday magazines,” all printed by 
Standard Gravure Corporation, | 
Louisville, currently is making 
plans for more vigorous promo- 
tion. During the ANPA conven- 
tion in New York last month, ex- 
ecutives of these papers—the At- 
lanta Journal, Columbus Dispatch, 
Houston Chronicle, Louisville 
Courier-Journal, Nashville Ten- 
nessean and New Orleans Times- 
Picayune-States—heard a presen- 
tation by L. E. McGivena & Co., 
New York agency. 

Representatives participating are 


Branham Company, Jann & Kel- vont eer PARENTS’ MAGAZINE. 


ley, O’Mara & Ormsbee, and 
Sawyer - Ferguson - Walker Com- 
pany. Color advertising in some 
of these magazines already has 
been sold out for the entire year. 

Meanwhile, entirely ‘independ- 


! Lists 
[ 05 


? Se. Besrborn St. Chicane ¥ 


FAMILIES WITH CHILDREN BUY 50% MORE MEDICINES AND 
DRUGS than all other customers combined! What's more, surveys 
show that most of PARENTS’ MAGAZINE’s families with children 
prefer to buy medicines and drugs by BRAND! Two good reasons why 
America’s leading drug manufacturers advertise regularly in 


Reach America’s biggest drug market 
directly through PARENTS’ MAGAZINE 


Now delivering more than 1,000,000 circulation 


52 Vanderbilt Avenue, New York 17,N. Y. 
BOSTON e CHICAGO e ATLANTA e SAN FRANCISCO 


ferrrerryD the PARENTS’ Seol 
PPT TEITEe inspires confidence 
ti ond increcses sales) 
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reer 541,604 city blocks were walked. 


Terre 445,456 retail outlets in 18 commodity 
classifications have been arranged by sales 
divisions. 


ree 3,037 shopping centers and streets wete 
located. 


oa aera 1,520 cities and suburban towns were 
~ covered by foot and car. 


rg HERE ARE THE SALES OPERATING 
TOOLS FOR NINE GREAT MARKETS 


New methods, new functions, new competitions require the use of new and 
more efficient techniques in the cultivation of markets. Every large sales opera- 
tion rests basically on thorough knowledge and full exploitation of individual 


market opportunities. 


& 


To Secure” graphic visualization of nine major markets and to assure proper 
order and working arrangement, months of study and checking with operating 
gxeeutives— many hundreds of miles of footwork in the field have been expended 
by Pearstincewspapers to build these Operating Sales Controls as an aid to sales 


and advertising executives. 


These Sales Controls are designed for specific product use, and many hundreds 
Of Sales and advettising executives cooperated in their development. 


We woulda like tOsic at your desk and show one or all of these practical market- 
ing aids. Just phone) or write to the Hearst Advertising Service nearest you. 


SPENDING 9).% BILLION DOLLARS ANNUALLY 


THESE SALES OPERATING TOOLS 
PROVIDE SALES EXECUTIVES WITH 


Nine major markets broken into 
Sales Operating areas. 


Advance sales map visualization of 
jobbing areas. 


Air-view sales maps of primary 
market. 


Operating sales maps and figures 
for suburban areas. 


Sales maps and figures for city sales 
divisions. 


EARST 


959 8th AVENUE 


DVERTISING 


* Maps of shopping centers and 
streets. 


* Transportation maps for every soles 
division. 

* Descriptive outline maps for every 
sales division. 


* Maps showing proposed major 
changes. 


* Detailed economic data for each 
sales division. 


ERVICE 


NEW YORK 19, N.Y. 


HERBERT W. BEYEA, General Manager 


NEW YORK BOSTON PHILADELPHIA DETROIT 
SAN FRANCISCO CHICAGO PITTSBURGH LOS ANGELES 
BALTIMORE FT. LAUDERDALE, FLA SEATTLE 
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Just as America and the world relied on production to bring 
World War II to a successful conclusion, so must America and 
the world rely on SALES to bring about a stable peace-time 
economy and prosperity. 

Today, in old and new markets alike, new competitive and 


merchandising functions require the use of the most efficient 


A FEW VITAL STATISTICS THAT WENT INTO THE 
BUILDING OF THIS SALES CONTROL! 


@ 65,000 Blocks walked on foot @ 61 City Sales Divisions mapped 


@ 6 Suburban Sales Areas mapped 
car and on foot—located on maps in color 


@ 112 Suburban towns covered by 


@ 255 Shopping centers and streets 


located on maps routed and classified 


eee seeee 


A HEARST NEWSPAPER + REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE 


N 
@ 26,556 Retail Outlets : Sal, {||} 

. 

‘ 


sales tools and fullest cultivation of individual market oppor- 
tunities. For the great Boston Market, the tools are here 


provided by the Boston Record-American-Advertiser. 


This Boston Sales Operating Control is a complete sales 


organization . .. minus personnel only. It supplies: a specialize: 
working arrangement—shopping center and shopping stree 
map visualization—a working market analysis—tied-in, route: 


breakdown of all retail outlets in 18 product classifications— 


sales and salesman’s working control—a factual evaluation o° 


the Boston Market. 


“Botton 


Record-American 
and SUNDAY ADVERTISER 


OFFICES IN PRINCIPAL CITIES 


. 
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— informatio 


Here, in one compact package, is the most factual, 
practical, workable, sales operating tool ever compiled 


for successful sales planning in the world’s largest, 
most complex market. 


904 shopping centers and shopping streets in New 
York City are located ... 145,715 retail outlets are 
listed in this new Journal-American Sales Control 
Manual for New York. Fieldmen devoted 8,500 work- 
ing hours, walked more than 300,000 blocks within 
the city and five suburban counties. 402 suburban 
communities are included. Over 350 sales and adver- 


tising executives contributed information and advice 
in developing this sales planner’s guide. 


In this city of a hundred cities, where the very mag- 
nitude of the market defies comprehension, this new 
Control Manual eliminates all guess work from your 
sales planning ... lays the world’s greatest concen- 
tration of consuming power before you in a specific 
yet flexible form that assures top sales operation. 


Learn how the Sales Control Manual can do a job 
for you. A Hearst Advertising Service man stands 
ready to show you a copy. 
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A HEARST NEWSPAPER 


NATIONALLY REPRESENTED BY HEARST ADVERTISING SERVICE 
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LOOKING AT THE 


7trangemen tae VME 


Sales managers’ map of the jobbing territory 
Perspective sales map of the market area 


13,000 retail outlets classified and routed in 
18 product classifications 


27 maps of city sales divisions 


149 shopping centers and streets located on 
above maps 


81 maps showing proposed major changes 
transportation and neighborhood character- 
istics 


Sales maps (in color) of suburban sales areas 


40 suburban cities and towns located on maps 


A HEARST NEWSPAPER + REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE 


in the 
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market! 


The opportunities for increased sales in Baltimore rest basically on a thorough 


knowledge of the market and its individual characteristics. 


A new operating sales control, built by the Baltimore News-Post-American, provides 
sales and advertising executives with factual material secured in the field. Designed 


for specific product use, it is adaptable to practically any product or service. . 


Baltimore . . . market of new importance, merits the fullest exploration and cultiva- 


tion of its sales opportunities. This Control provides a practical way to the develop- 


ment of the great sales potentialities in this market. 
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TO SAVE SALES MANAGERS 
YEARS OF WORK AND PLANNING 


The many sales and advertising executives who 
cooperated in the development of this new 
Pittsburgh Market Operating Pattern know 
that it represents the most efficient aid to sales 
planning ever produced by a newspaper. They 
know, too, that it will enable them to exploit 
to the fullest all existing market opportunities. 


This Modern Market Operating 
Pattern Supplies Basic Data 
and Map Visualization 

All Economic Information 

41,156 Retail Outlets classified 

Maps for 30 city sales divisions 

151 Shopping Centers and Streets mapped 


Maps for 6 Suburban Sales Areas (in color) 


..- where 2,244,000 people 


spend 3-billion dollars a year 


And in painting this portrait, we're willing to admit that it was about ninety 


percent perspiration. But then, it is obvious that to develop a market operating 


pattern where 3 billion dollars in retail sales are involved requires tremendous 


work in the field . . . virtually the coverage of every block in the territory . . . 


on foot. 


Out of this field work, though, has come the most practical, the most com- 


plete, the most 


usable aid ever made available to sales and advertising execu- 


tives who would cultivate the rich Pittsburgh market. We, or a Hearst 


Advertising Service man, would like to sit at your desk and show you Pittsburgh 
... the 3-Billion Dollar market. 
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pittssurcH QUIT -Telegraph 


REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE 


Offices in Principal Cities 
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What is t 


Specific Information for 
Specific Product Use 


Field crews walked 15,000 city 
blocks—covered 59 cities and towns 
on foot or by car to assemble the 
operating material in the Detroit 
Times Control 


27,027 retail outlets in 18 classifi- 
cations arranged by sales divisions 
and areas 

Maps of 41 city sales divisions on 
which 368 shopping centers and 
streets are located—descriptive and 
transportation detail maps 
Air-view sales maps (in color) of 
the retail trading area and jobbing 
territory 

New sales visualization of suburban 
sales areas 

Suburban cities and their retailers 
arranged by sales areas 
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-eamong the Ah $000 equ 
in the DETROIT MARKET? 


Through this Sales Operating Control, the Detroit Times brings to the sales 


executive basic sales information and material for market evaluation in relation- 


ship to his own product. The sales executive will find here a practical sales tool 
—retail dealer analysis, new working maps of jobbing and retail trading areas, 
city sales division maps... maps of transportation, proposed major changes... 
descriptive sales outline, etc. This Sales Operating Control provides the sales 

manager with a working guide through which he can smartly plan 


his own market operation. 


mH Petro Times 
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the Chicago market i 
oe. SF 


The road to greater sales Armed with usable field material, ssecimibled. chased, mapped and clas- 


sified in the Chicago Herald-American’s tested operating control, you 


in Chicago is defined: can marshall your sales force for a planned attack on the rich 4o-mile 
* 


Chicago market area or any single neighborhood objective. 


] A detailed study of 54 Sales Divisions within the city 
market for the planning of thorough and economical 


Tested, proved through nearly twenty years of actual use by sales ex- 
selling operations. ; ) 


| 

ale . ecutives and broadened by the practical experience of sales organizations, 

‘on- ? Suburban Sales Areas . . . towns, railroads, bus lines a : . 

and roads mapped, the road miles from each com- the sixth new edition of the Chicago Herald-American Sales Operating | 

munity to the center of Chicago. ; ' oy 

too) , : Control offers a workable plan and guide to economical distribution and | 

reas. A total picture of retail outlets by classification and “Lie . | 

3 towns, covering each Sales Division and Sales Area. profitable sales. 

siti Pagieetien, Sew. S78 SF CUMNNNE Set my: The Chicago Herald-American gives factual information for sales operat- | 

AICS nificant characteristics 

: | : ing i *rica’s number two market. 

plan 5 A total of 224 Sales Maps, including trading and — = Americas nu = , 


CGE 
jobbing areas, sales divisions, suburban areas, trans- 
portation, etc. 3 


Shopping Centers and Streets located on Sales Division 
maps. 


o 


(/iesco HERALD - AMERICAN 


Carefully worked out flexible base for accurately 
figuring costs, quotas, sales operations, Competition, 
distribution, time elements and sales potentials. 


—~ 


A HEARST NEWSPAPER + REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE + OFFICES IN PRINCIPAL CITIES 
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A WORKING PATTERN 
FOR GETTING MAXIMUM SALES 
IN THE SEATTLE MARKET AREA 


13,600 retailers classified and routed 
37 maps of city sales divisions 
244 shopping centers and streets located 


Sales managers maps of retail trading 
and jobbing territories 


Maps of suburban sales areas 


60 suburban cities and towns located 


A HEARST NEWSPAPER + REPRESENTED WWATIONALLY BY HEARST ADVERTISING SERVICE 


NEW SALES HORIZONS UNFOLD 


Today, the sales executive faces new and different problems—the volume 


relation of markets to the selling of production makes more necessary an 
up-to-date thorough understanding of them. 


To assist the executive in sales planning and handling, the Seattle Post- 


Intelligencer has pioneered in producing a new sales control tool for 
Seattle and Western Washington. 


Based on work in the field, the operating arrangement is new, flexible 
and factual. 


Many Seattle sales and advertising executives cooperated in 1ts development. 


It will be of continuing value to all business seeking maximum sales in 


The Seat 
Post-Intelligencer 
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OFFICES IN PRINCIPAL CITIES 
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What do you want to know 


about the San Francisco and 


P P Northern California market? 


This always-important market has assumed a 
larger stature in recent years, posing new chal- 
lenges to sales executives seeking to cultivate it fully. 


ne 
an “Sales Operating in The Northern California Market” is a study 
plotting for the sales executive: *15 types of retail outlets. *60 sales 
Serswe “ae - _ * : ” — : 
sie divisions for the Bay Area’s 9-county market. *213 shopping centers with 
for data on surrounding families. * 70,749 retail sales points. * Latest figures 
on population, families, homes. * Detailed sales maps of every 
market component. 
ble - . . . . 
This study involved the analysis of 304 cities and towns in northern 
California. For example, over 25,000 city blocks in the San Francisco Bay 
- Area alone were covered in a walking study of retail outlets. 
in “ a ; ; ; The result: an effective ‘rating sales cc ] 
Sales Operating in The Northern California 1e result: an effective operating sales contro 
Market” is offered as a practical sales tool pattern adaptable to any product or Service. 
to Sales Executives. This detailed book, con- PR 


taining territory sales maps of retail trading 


<> 
—. 


THE SAN FRANCISCO 


EXAMINER 


A HEARST NEWSPAPER + REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE + OFFICES IN PRINCIPAL CITIES 


areas, is an unprecedented working guide for 
this region. The answers are here for those 


| ed 


seeking to sell this market to an absolute 
maximum. 
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4 pee eee ZA ; * This market of 5,144,000 people who buy vast quantities of 


Rr all the things that are grown, mined or manufactured 
hs h 
be ‘ e ° ° ° F ‘ 7 
® is worthy of the most intensive, scientific and efficient cultivation. ; 
’ . eff ‘ . t 
® 61,500 retailers classified and No matter what you are offering for sale... 1 
- routed. : 
3 any type of goods or service, the pattern contained in the Sales 
@ 428 shopping centers and 
shopping streets located. Operating Control offers an invaluable operating aid to any sales executive 
‘a ( 

© Sales managers’ maps of the interested in selling to this profitable market. Built by the 


pa SEE een aN Los Angeles Examiner, Sales Operating is the 


@ 48 city sales division maps 
for market visualization. 
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means by which you can plan your sales energy most efficiently and 


— 


—— effectively in the Los Angeles and Southern California market. 
e Air-view perspective map of 


the Los Angeles retail market. 


e Sales managers’ maps of the 
suburban area. 
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A HEARST NEWSPAPER + REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE - OFFICES IN PRINCIPAL CITIES 
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More major advertisers are us- 
ing AA’s annual data on billings 
of large and medium-sized agen- |! 
cies as the basis for their “invita- 
tion list” on competitive bidding 


for their accounts. The United 
States Army has invited the top 
13 in the major agency list for 
1946 to tell why they, instead of 
the Army’s present agency, N. W. 
Ayer & Son, should have the ac- 
count (Story on Page 14). 

American Petroleum Institute 
recently used the AA data in in- 
viting 11 large and middle-sized 
agencies which have no oil ac- 
counts for solicitations on its new 
$500,000-a-year campaign—finally 
picking that vigorous newcomer, 
Sullivan, Stauffer, Colwell & Bay- 
les. 

oh of a 

National advertising in outdoor 
was up 24% in the first four 
months of 1947 from the same 
period of 1946, and national bill- 
ings for the entire year, at present 
indications, will be 23% more 
than for the year 1946, says Out- 
door Advertising Incorporated. 

a * * 

Fair trade legislation, which 
made another weary entrance into 
the Texas legislature this year 
(AA, Feb. 3), probably will die a 
quiet death. A House committee 
relegated the Senate - approved | 
bill to a _ hostile subcommittee. | 
Texans think that this virtually | 
kills the measure, which had been | 
subjected to heavy opposition in | 
the Senate. 


| 
oS tk * | 
The Boston Globe is being re- 
styled. 
% co oe | 
F. & M. Schaefer Brewing Com- | 
pany’s current full-page splash in | 
newspapers of the New York met- 
ropolitan area involves no larger 
expenditure for the year but a 
temporary concentration of effort. | 
* K ok 


The Wiremold Company, West 
Hartford, Conn., expects soon to. 
be furnishing equipment used to | 
air condition automobiles, and is 
planning an extensive expansion 
program, which will include} 
establishment of plants in Detroit 
and on the West Coast. D. Hayes | 
Murphy, president, said the com- | 
pany has perfected a new machine | 
for making air tubes used in the 
air transfer system. 


ae ee 


Procter & Gamble says that it | 
has not started national edvertie~| 
ing for Tide, its new soap powder, 
because of shortages of raw ma- 
terials used in its manufacture. 
The company has been doing suc- | 
cessful test advertising, and has 
tarted regular advertising in the 
Midwest. Schedules now include | 
newspaper and radio spot an- 
nouncements for Cincinnati, In- | 
dianapolis, Omaha, Kansas City | 
and St. Louis district sales offices. 
Advertising will go national when 
manufacture permits. | 
He * * 


As the result of a drive in which 
60 package liquor store proprie- 
tors were charged with selling 


AT LAST 


_CORONET 


whisky misleadingly labeled 
“Scotch,” a new ruling has been 
put into effect by the Connecticut 
State Liquor Control Commission. 
Hereafter, various imitations of 
actual Scotch whisky must be 
plainly marked with a yellow 
label reading “Not Scotch 
Whisky.” 
* oe & 

After its recent 3-1 defeat at 
Grey Advertising Agency, New 
York (AA, May 12), the Adver- 
tising Guild plans no more formal 
tests of strength for a while. A 
Guild spokesman says that it will 
“seek recognition in other ways,” 
and claims a membership of “sev- 
eral hundred” in both large and 
small New York agencies. 

* a a 


It took Duane Jones Company 
five years to achieve “parity” be- 
tween space and time billings. 


Paree 


When the agency started in 1942, 
its $1,500,000 annual billings were 
92% radio. Today, its $12,000,000 
annual billings are 51% radio and 
49% space. 

% % as 

One of the biggest headaches in 

the frozen food business is in- 
ventories, which have swollen to 
an alarming point. The new sea- 
son pack is now coming in, and 
sales executives are wearing out 
their crystal balls trying to fore- 
cast future sales. The last six 
months’ sales were discouraging. 
Look for more bargain and com- 
bination sales. 

oo a BS 


Efforts of Safeway Stores to end 
advertising allowances (AA, May 
5) spring from the fact, grocery 
manufacturers say, that no more 
special allowances to large retail- 
ers are being offered. Also, man- 
ufacturers are more insistent on 
“performance,” by both large and 
small retailers. 

Until now, it was pointed out, 
manufacturers haven’t “screwed 


down” on the big chains, the only 
retailers capable of giving strong 
advertising support to manufac- 
turer brands. 

A&P, the nation’s largest groc- 


47 


ery chain, is said to have been a 
worse offender than Safeway (1) 
in taking allowances without per- 
|formance and (2) in promoting 
its own brands. 


* There is no substitute for Circulation * 
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++. RETAIL JEWELRY STORE IN AMERICA 


NJ reaches monthly EVERY 
Retail Jewelry store in 
America listed by Jewelers’ 
Board of Trade—except very 
small stores listed as ‘re- 
pairers’ — 7,000 more RE- 
TAILERS than are reached 
by the second jewelry publi- 
cation—a_ greater number 
than are reached by all other 
jewelry publications com- 
bined! Total RETAILER -cir- 
culation exceeds 21,000 copies. 


| mienenell 
CHARTER [qq] MEMBER 
ee 


Because jewelry stores spe- 
cialize in small, portable 
“‘quality’’ articles exquisitely 
designed for personal or 
home use — durable article: 
representing not only the 
ultimate in modern design 
but also the maximum in 
gracious living, manufactur- 
ers and importers of all such 
articles should give heed to 
the prestige-advantage of dis- 
tributing thru jewelry stores. 
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WANT .to step up sales, goodwill, dealer 


loyalty? Write 
“Adgif”’ pencils 
(1) all the popu 
pencil—plus 


your own ticket with Scripto 
and triple your gift-appeal: 
larity of a quality mechanical 


(2) the power and prestige of 


your company name—plus (3) the proved 


“sales voltage” of the Scripto name. 


“Adgif” 


pencils are available in a wide range of prices 


pat orf 


peo 


LONG-LEAD PENCILS 


Ne advan 


tiles a pencil 


li, a denipts 


your gift appeal 


and of “‘best seller’’ 
your company imprint. 
formance, Scripto mechanical 
world in sales. 


colors, with or without 


» F 


amous for per- 


pencils lead the 


And they make exciting news 


every month in Scripto advertising in Life, 
Time, Collier's, and Saturday Evening Post. 


> Get the full story of what ‘ 
can do for you! 


ADGIF COMPANY, Dept. AAI 
Division, Scripto, Inc. 

Atlanta, Georgia 

We'd like to know more about Scripto 


they can do for us as premiums 


Title 
Firm Name 
Street 


City 


| 
| 
| 
| 
| 
| 
| Narre 
| 
| 
| 
| 
| 
| 
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or as acve 


‘Adgif”’ pencils 


Use the coupon below. 


Adgif’’ pencils and what 


ivertising specialties. 
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LOOK UP! 


You'll find only three magazines 
with an every issue audience of more 
than 12,000,000 readers. These 
big three are LOOK, LIFE and the 
SATURDAY EVENING POST. 
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LOOK AHEAD! 


But LOOK is ahead of the other two 
in economy because LOOK delivers its 
enormous audience at the lowest 


per-thousand cost—a full 25% lower 
than either LIFE or the POST. 


For all the facts and figures, 


see the LOOK representative. 


AMERICAS FAMILY 
MAGAZINE ——>- 


Read by 
2,650,000 

people 
each issue 


MOST READERS PER DOLLAR AMONG THE BIG 3 
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Because it sticks to a single idea where 
most of the soapers today are reaching 
for ten; because it builds up a standard 
situation into a real stopper; because the 
gag pays off in photographic proof of 


its point; because the brief text follows . 


You Ought toKuow . 


To make the story perfect, Milton M. 
Gair should be descended from a long 
line of missionaries. He isn’t, and so this 
fast-talking, eager, dynamic missionary 
in the field of American free enterprise, 
“maker’s name brands” 
and racial unity can 
find no excuse for his 
tremendously enthusi- 
astic missionary efforts 
in these directions be- 
side his own deep- 
seated beliefs and a 
positively astounding 
fund of energy. 

Milton S. Gair earns 
his living by running 
a men’s clothing store 
under his name in the 
town of Redlands, Cal., a community of 
some 17,000 people about 70 miles from 
Los Angeles. The store is a good store 
and a prosperous one, but by no means 
one of the country’s largest. Its fame 
(and it is known from coast to coast in 
retailing and manufacturing circles) 
stems not so much from its $250,000 an- 
nual volume in men’s dress and work 
clothing and accessories, as from the 
character of its principal owner and the 
unconventionality of his advertising. 

This tall, well-dressed man who acts 
as though he’s made of fine-tension steel, 
nicely controlled and balanced, is prac- 
tically Gédd’s gift to national advertisers. 
He is the rarest of all types of merchants 
—the man who believes, profoundly, in 
“maker’s name advertising” and has been 
able to build a successful business and 


Milton Gair 


YOU SHOULD SEE thik goy rover print efter 
20 Lonings ond ironings!  inoks gorgsou— 
just os # dows in this photograph 


Gentle LUX Care keeps your nice things 


lovely up to B times as long § 


up and underscores this proof; and de- 
spite the wholly unnecessary and equally 
unbelievable dialogue at upper left, we 
give you this Lux color page from the 
May McCall’s as this month’s winner in 
the Fine Suds Derby (magazine division). 


e e Milton M. Gair 


more than a little national fame by pur- 
suing his belief intrepidly, with some of 
the most unusual advertising any store 
has ever run. 

Milt was born and raised in Oak Park, 
Chicago suburb, but got California into 
his blood during the first World War, 
when he trained at Redlands. When he 
got out of the Army he entered the Uni- 
versity of Redlands to gather some busi- 
ness administration and marketing savvy, 
and helped pay his way by clerking in 
the store he now owns. At noon of the 
day Redlands handed him a sheepskin he 
took a full-time job in the store, and 
when the business went to pot early in 
the depression the local board of trade 
helped him take it over. 

With a natural affinity for selling and 
a tremendous love of people, his success 
as a retailer was assured. But a mis- 
sionary fervor hit him—and made him and 
his store famous over night—in 1935, 
when he went to a hearing in Sacra- 
mento as a witness in the state chain 
store fight. 

One of his most telling arguments at 
that hearing was that “chains are so 
proud of the merchandise they sell that 
they won’t tell anyone who makes it,” 
and when some of his friends chided him 
about “twisting things around,” Milt sud- 
denly recognized he had a point. Flying 
back to Redlands he dashed off an ad— 
an ad headed, “Would You Buy an Auto 
Without the Maker’s Name?” The next 
day the ad ran in the Redlands Daily 
Facts; a couple of weeks later Esquire 
picked it up and mailed it to its complete 


ad list. Correspondence and comments 
poured in. Milt Gair, men’s wear re- 
tailer, was off on a crusade which he has 
never abandoned. 

Some of Gair’s ads are straight mer- 
chandising ads... well, nearly so. Some 
of them are downright institutional, and 
as different from most merchant’s as 
you’ll find. But always there is the same 
underlying philosophy: “Gair’s is a Red- 
lands-owned institution, and your dollars 
will. stay here’; “Gair’s is proud of the 
makers’ labels on the goods it sells,” usu- 
ally accompanied by a long list of “old 
friends”; advice like, “You know who 
made it when you select this ‘makers’ 
name’ merchandise,” and “Next time— 
every time—in any store you choose to 
patronize, for your own protection and 
for a better America, ask ‘Who Made 
Tt? ” 

During the war, this type of advertis- 
ing paid off handsomely, because Milt 
Gair already had the kind of relationship 
with his sources which so many retailers 
attempted to build up when merchandise 
became practically impossible to obtain, 
but Milt assures one solemnly that he had 
no idea that something he started in 
1935 would pay off directly in 1943 and 
1944, 

It was simply that he believed his 
story, and that the response—from fel- 
low merchants, from manufacturers, from 
public officials, educators and opinion 
leaders—was overwhelming. He found 
he was getting four distinct types of 
reader reaction, and now he studiedly 
plans for them: 

First, his customers—or most of them 
—like it; second, media and national ad- 
vertisers and agencies are remarkably 
enthusiastic; third, fellow retailers react, 
in droves; and fourth, the general public, 
including college professors, magazine 
editors and all sorts of opinion leaders, 
indicate a tremendous amount of interest. 
“When you get mayors and chambers of 
commerce in other cities begging you to 
open up ‘our kind of store’ in their com- 
munities, it’s wonderful,” Milt says, even 
though he has no intention of deserting 
Redlands. 

As a direct result of his advertising 
and his Messianistic fervor for free en- 
terprise and maker’s name brands, which 
he thinks is a far better term than “na- 
tional brands,” Milt has spent far too 
large a portion of his time in recent years 
carrying on a voluminous correspondence 
(without the aid of a secretary), talking 
to adclubs and merchants and manufac- 
turers groups all over the country. He 
should probably devote a little more time 
to ringing the cash register at Gair’s, he 
says, but he loves it all just the same. 
And now he has signed a one-year con- 
tract with Brand Names Foundation to 


Am I Glad I 
Work in America! 


* 


act as point-of-sale promotion a 


ant, to supply a kit of 12 or more ads 
with an analysis of timing, purpose and 
reaction, and to write a book for dis- 
tribution to retailers. He has also agreed 
to write five articles, and make some 


speeches. One thing he says he won’t 
do, though, even for maker’s name 
brands: he won’t take his home out of 


Redlands. 

He’s had requests, he says, for as many 
as 67,000 reprints of some of his ads, and 
his mail has gotten so heavy that he can’t 
handle it. He’s been the cause of an un- 
usual circulation bulge for the local daily, 
too, because any number of retailers and 
manufacturers have subscribed just to 
make sure they don’t miss one of his 
efforts. 

watterly, without abandoning his first 
love, Milt has taken a deep plunge into 
advertising and promoting racial unity. 
His Southern wife and two children go 
to the Baptist church, but despite con- 
tinuing church and religious activities 
Milt says he’s stubborn and has refused 
to be immersed. That detail hasn’t pre- 
vented him from turning a good portion 
of his advertising into no-race-discrimi- 
nation lines, and he says he’ll hew to 
that line, even though some “10% Hit- 
lers,’ including a few of his erstwhile 
customers, don’t like it. He says: “I 
believe wholeheartedly in freedom of 
choice for name products. And I don’t 
believe there can be true freedom of 
choice if we discriminate against a man 
because of his name or race or religion 
without even sampling his ‘wares.’ ” 

So Milt runs ads: “Bullets—no respec- 
ters of race, color or creed”; “A peaceful 
Christmas—Never must we forget what 
they did to make this possible. The sac~ 
rifices of these young men-— Catholic, 
Jewish, Protestant, Colored, Spanish, 
White youths—AMERICANS ALL.” 

Milt thinks that racial unity advertis- 
ing makes sense for everybody, and par- 
ticularly for manufacturers, and he says 
the manufacturer who doesn’t test it out 
at some appropriate season like Memorial 
Day or Christmas is really missing a bet. 
He says competitors can do only three 
things about racial unity advertising: 
they can ignore it, try to refute it, or join 
the parade. And in any case, they’ll be 
playing the game for the manufacturer 
who uses it. 

He admits, candidly, that selling “ra- 
cial unity” advertising is a lot tougher 
going than selling “maker’s name” ad- 
vertising. But that doesn’t dampen his 
enthusiasm. It just makes him more 
convinced than ever that such advertis- 
ing is needed. And if the spring in his 
step and the gleam in his eye are criteria, 
he’ll sell the idea to a lot of people be- 
fore he’s through. 
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NOT PRETTY BUT EXCITING—Three "typical" pieces of Gair newspaper advertising. Note the lists 
of "maker's name brands” at the bottom of the ad at left and the side of the one at right. In the 
middle is a "racial unity’ Armistice Day ad. 
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Merillat Joins Grey 


Harold Merillat, formerly art 
director of Ted Bates, Inc., has 
joined Grey Advertising Agency, 
New York, as chief art director on 
all accounts other than those 
handled in the fashion and cos- 
metic division, which will continue 
under the direction of Arthur 
Weiser, art consultant. 


Owens Yacht to Emery 


Owens Yacht Company, Balti- 
more, has named Emery Adver- 
tising Company, Baltimore, to 
handle its advertising. The sched- 
ule includes advertising in the 
boating, export and general con- 
sumer field, and an increased sales 
aid and sales training program for 
the company’s dealers. 


Appoints Young PR 

Travis P. Young, formerly ex- 
ecutive director of Arlington 
Heights Ice Company, has been 
appointed public relations director 
of Leonard’s, Fort Worth depart- 
ment store. 


Exceptional Opportunity 
. for an 


EXCEPTIONAL 
Contact-Copy Man 


A widely-known 4+-A Agency has 
an exceptional opening for a Con- 
tact Man, in the servicing of a 
leading national account located in 
Detroit. 

He must have plenty on the ball. 
A proved record of continuous 
progress behind him. An outstand- 


| aggressive 


| copy 


RATES: 


25 letters 


HELP WANTED 


POSITIONS WANTED 


FRED J. MASTERSON 
Advertising & Publishing 
Personnel 
Placements of all types with leading 
organizations 
185 N. Wabash Ave., Chicago. 


Sales Minded Executive to over-see 
all branches of publishing sales or- 
ganizations. Must have instinct to 
write and criticize direct mail and 
train and inspire salesmen. Age 
40-50. $10,000 and bonus. Agency 
men can qualify. 
Box 8957, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Placements anywhere in the 
United States 
GEORGE WILLIAMS—Personnel 
209 S. State St., Har. 2083, Chicago 


Established Southern tradepaper 
needs aggressive ‘‘working” editor, 
with merchandising and promo- 
tional background. Real opportu- 
nity for result getter. Field com- 
petitive but renewal percentage 
will recognize ability. Give previ- 
ous experience, age, salary require- 
ments, first letter. 
Box 8935, ADVERTISING AGE 

330 W. 42nd St., New York 18, N. Y. 


PUBLICITY AND ADVERTISING . 
MAN WANTED 
to take charge of House Organ, Ad- 
vertising, Promotion and Public Re- 
lations. Pleasant and low cost liv- 
ing conditions, comfortable housing 
in our friendly community, twenty 
miles south of Meridian, Mississippi. 
Write to: 
STONEWALL COTTON MILLS 
Stonewall, Mississippi. 


ARTIST— Assistant art director for 
Chicago advertising agency. Must 
be creative, capable of designing 
layouts and ordering finished art. 
$5000 salary to. start. Give age, 
complete experience—confidential. 
Box 8963, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
Advertising Manager—Experienced, 
and energetic. Fully 
capable of personally preparing and 
directing production, layout and 
of direct mail catalogs, cir- 


|culars, in both offset and letterpress | 


}and 


} and 


ing knowledge of copy, research, | 


and their application to sales. An | 


agency background. Age, prefer- 
ably between 32 and 40. 


We are offering a salary to in- 
terest this “man in a thousand,” 
plus profit-sharing plan, and a 
fine group of people to work with 
—in an agency that is uniquely 
stable. 

Write, giving full particulars in 
confidence. Our employees know 
of this advertisement. 


Box 6722, ADVERTISING AGE 
330 ‘West 42nd St. 
New York 18, N. Y. 


SMALL ESTATE FOR SALE 
WOODSTOCK, N. Y. 


Year-around stone and frame house, 
featured in House Beautiful. Main 
house: seven rooms, two baths, 2-car 


garage, 3 fireplaces; insulated, weather- 
stripped, oil heat, driven well, hand- 
made hardware, terraces and barbecue 
fireplace. Large separate studio with 
storage and work rooms, huge fireplace. 
Guest cabin with fireplace. Sixteen 
acres wooded land, some landscaped, 
lovely view, mile from village. Price 
$35,000. See Previews for brochure or 
call for appointment to see: Walter 
O'Meara, Woodstock, N. Y. Tel. 
Woodstock 12, or MU 38-2000, 


| tional 


salesmen’s aids. To perform 
of advertising manager for 
leading and well established mid- 
western progressive expanding na- 
wholesale distributors of ap- 
pliances, housewares, sporting goods 
general merchandise. Write 
fully, stating age, experience, refer- 
ences, salary, and submit samples of 
work performed. 

Box 8961, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


WANTED—ACCOUNT EXECUTIVE 


duties 


| Young, successful Chicago agency 
offers an exceptional opportunity 
for a man to serve as right-hand 


man to head of business. Need man 
with agency or advertising manager 
experience in handling consumer ac- 
counts. This is really an unusual 
spot for a hard-working man who 
feels his experience now qualifies 
him to come into the business and 
help run it. Al] replies will be held 
strictly confidential. 

Box 8972, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, I1l. 

POSITIONS WANTED 

FREE LANCE ARTWORK 
Modern layout, lettering, designing 

OVERNIGHT SERVICE 
Box 8955, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


COPYWRITER AVAILABLE 
Young exec. thoroughly exp. copy, 
|layout, typography. Direct 
specialty. Position with future, 
|}agency, retailer or manufacturer. 
Box 8964, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 

} ACCOUNT EXECUTIVE or 

| NEW BUSINESS DEPT: AGENCY 
Offer all-around excellent capabili- 
ties to Chicago top-notch agency. 
Young, with likeable aggressiveness. 
Box 8906, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


mail a| 


RADIO WRITER—BROADCASTER 
MOVING TO CHICAGO JUNE 1 
Qualified woman writer desires a 
position to utilize six years of good 
radio experience —fine background 
handling dept. store, food, fashion 

accounts. Available now. 
Box 8967, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


Advertising student wants part time 
job—eager to learn business—salary 
unimportant. 

Phone Lawndale 2570 


LINE FORMS ON THE RIGHT! 
Seasoned adv., pub. rel., promotion 
man available soon. Can head dept., 
contact for agency. Vet. Married. | 

Box 8966, ADVERTISING AGE 

100 BE. Ohio St., Chicago 11, Il. 


Exp. magazine-newspaper artist will 
work with smaller publications sup- 
plying any-all art work by mail. 
Fair rates, quality work, prompt. 
Box 8965, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
SPACE SALESMAN 
Ambitious young man desires pos. 
with publ. of natl. magazines or bus. 
papers. Good education, background 
and exp. 2% yrs. selling classified | 
for leading newspaper, 2% yrs. sell- 
ing national for large newspaper | 
rep. firm. Currently employed in an- | 
other field. Prefer hdqtrs. in Chgo. | 
Box 8968, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. _ 


Advertising Assistant — 29, single, 

vet. 8 mos. agency copy, 1 yr. art} 

studio prod.; 2 yrs. sales. Coll. grad. 
Box 8969, ADVERTISING AGE 
100 E. Ohio St.. Chicago 11, Ill. 


AVAILABLE JUNE 15 

Top Flight Advertising and Sales 
Promotion executive now connected 
with large manufacturer in building 
field in middle west. Resigning for 
personal reasons which will be re-| 
vealed at interiew if desired. Twelve | 
year’s varied experience with manu- 
facturers, agencies and publishers. | 
Willing to go anywhere. Age 36. | 
Single. 

Box 8970, ADVERTISING AGE 

100 E, Ohio St., Chicago 11, Il. 

RADIO WRITER-PRODUCER 
Ten years network experience, drama 
and gag, two years radio director 
for Hollywood Adv. Agency. New ar- 


| 
rival to Chicago. Starting Salary | 
$6000. Capable complete charge. | 
Write Box 3452, Merchandise Mart | 


Station, Chicago 54, Illinois. 


~ REPRESENTATIVES WANTED | 


enn | 


If you are a free lance advertising 
man who can devote ten working 
days per month in Chicago and Mil- 
waukee representing a well-estab- 
lished A.B.C. business paper on 
straight commission basis tell us all 
about yourself, territory covered 
and publications you represent. 
Box 8960, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
Aggressive experienced representa- 
tive wanted to cover farm and gar- 
den accounts for supplement of 
strong daily newspaper. Write: 
Box 8971, ADVERTISING AGE 

330 W. 42nd St., New York 18, N. Y. | 
REPRESENTATIVES AVAILABLE 
Top flight space rep. offers live-wire 
coverage Detroit, Ohio, Pittsburgh 
area national accounts agencies. 
30x 270, Medina, Ohio. 


MISCELLANEOUS 
MAILING LISTS 

BRAND NEW—1000 names and street | 
addresses of women whose names | 
appeared in society sections of 47 | 
Southern newspapers April 27-30. 
Guaranteed 100 percent Correct. 
Bray News Service, Spartanburg, 8. C. 
Office space with telephone service | 
one or two rooms in advertising of- | 


fice. Well located near Michigan 
Avenue Bridge. Ideal for Publish- | 
er’s Representative or Artist. 


Box 8962. ADVERTISING 
100 E. Ohio St., Chicago 11, Ill. 


‘Starts Making Varlar 


| Production of Varlar, a new 
|stainless wallpaper fused from 
|paper, colors and plastic resins, 
has been started by Varlar, Inc., a 
| division of United Wallpaper, Inc., 
jin its new plant at Aurora, IIl. 
The new wall covering, made by 
a thermo-plastic process, using 
resins with stainproof, mildew- 
proof and greaseproof character- 
istics, is intended principally for 
theaters, hotels, hospitals, etc. 


be interested in 


agency of good standing. 


tising Age, 


by Large West Coast 
Advertising Agency 


One of the oldest and largest California Agencies would 


Wanted: a New York Branch | 


|} named 
|| ager. 


| |Research Head Named 


afhliation or partnership with going 


Address Box 6715, Adver- 


100 East Ohio Street, Chicago 11, Illinois. 


| 


| 


jicomposed 


Appoints Saunders 


| mented: 


AGE | F 
| hours, a mythical telephone com- 


|pany is organized, financed, con- 


‘Game of Profits’ 
Teaches Employes 
How Business Runs 


International Group 


Holds 45th Sales, 
Advertising Meeting 


WInpsor, Ont.— The unusual 
story of a “game” that teaches 
employes how their business op- 
erates and what it does with its 
income was told to the 45th an- 
nual convention of the Interna- 
tional Affiliation of Sales and 
Advertising Clubs here May 17. 

The story was told by W. C. 
Patterson, vice-president in charge 


'of public relations of Michigan 


Bell Telephone Company, De- 
troit, who only eight hours earlier 
had helped to settle a 41-day op- 
erators’ strike, and who com- 
“It might well be ar- 
gued that our efforts to educate 
employes have been a failure. But 
all of us are convinced that our 
principal failure was that we 
didn’t start early enough to give 
our employes information on 
profits and earnings which had 
real meaning to them.” 


Draw Own Conclusions 


In casting about last fall for a 
method which would educate em- 
ployes on the problems of busi- 
ness, Michigan Bell decided it 
wanted a method in which the 
facts could be presented and the 
employes themselves could then 
arrive at their own conclusions, 
instead of having these conclu- 
sions presented to them, ready- 


| made, by management. 


The device developed for per- 


|forming this task was the or- 
| ganization of seminars for very 


small groups of employes—12 to 
15 in a group—with from four to 


| eight hours spent with each group. 
|The group leader leads the dis- 
cussion, but the idea is to have 
‘the instruction carefully limited, 


and to provide every opportunity 
for self-expression by employes, 
so that they may develop their 


'own answers to the problems 


raised. 

To this end one employe is des- 
ignated as “management” and is 
given $100 in stage money as cap- 
ital; while other members of the 
group, each also given $100, are 
labeled as ‘‘bank,” “insurance com- 
pany,” “widow,” and other pos- 


| sible investors. 


Organize Mythical Company 


In the course of the sessions, 
which last often as long as eight 


structed, put into operation, and 


‘carried through all the vicissi- 


Willard G. Saunders, formerly | tudes of a real company, includ- 


assistant advertising manager of 
the Jones Store Company, Kansas 
City, has been named an account 
executive in the Omaha office of 
Beaumont & Hohman. 
Beardsley will be transferred from 
Chicago to the Detroit office to do 


| 


James G.|0f being 


contact and copy work, effective | 


June 1. 


‘Inquirer’ Boosts Two 


Warner R. Moore, formerly local 
advertising manager, has been 
appointed advertising director of 
the Philadelphia Inquirer. Bruce 
G. Wharton, local advertising 
salesman of the Inquirer, has been 
retail advertising man- 


E. E. Severns, vice-president 


|}and merchandise manager of T. A. 


Chapman Company, Milwaukee 
department store, has been re- 
elected president of Atkins, a buy- 
ing and research organization 
of 36 independent 


| stores. 


ling the problem of deciding how 


to divide income among investors, 
employes and customers. Instead 
lectured at, employes 
play a fascinating game which 
challenges their interest, and at 
the same time places them in the 
mental position of management, 
customer and investor as well as 
employe. 

At the end of the unusual ses- 
sion, each “student” gets a simple 
book containing the factual ma- 
terial discussed during the sem- 
inar. During the seminar itself, 
no effort is made to encourage 
note-taking, nor to do anything 
which detracts from “playing the 
game.” 

Mr. Patterson’s description of 
this unusual employe relations 
educational program was. one 
highlight of three down-to-earth 
clinic sessions which featured the 
two-day convention of the In- 
ternational Affiliation. 

The first clinic, conducted by 
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S. R. Bernstein, editor of ApvEr- 
TISING AGE, dealt with “how to 
make advertising work harder 
and cost less.” Featured speakers 
were Clyde Bedell, noted lecturer, 
author and authority on retail ad- 
vertising, and Stewart H. Britt, 
associate director of research, Mc- 
Cann-Erickson, Inc., New York. 

The second clinic session, con- 
ducted by Henry Marks, adver- 
tising director, Printers’ Ink, fea- 
tured Mr. Patterson and Paul §. 
Ellison, director of publicity, Sy- 
vania Electric Products, Inc., New 
York, both of whom discussed 
public relations. Also featured at 
this clinic was an on-the-spot 
survey of public relations prac- 
tices, conducted by Richard Man- 
ville, New York advertising ana- 
lyst and market researcher. 


Emphasizes Better Selling 


The final clinic session was con- 
ducted by Margaret Brown, asso- 
ciate publisher of Marketing, 
Canadian advertising and market- 
ing weekly. Emphasizing “better 
management for better selling,” 
the clinic heard dramatized pres- 
entations of selling problems from 
Kenneth C. Legge, advertising 
manager, and Sylvester J. C. King, 
merchandising manager, Drug 
Trading Company, Toronto; John 
L. Love, editor, and Edward G. 
Earl, associate editor, Marketing; 
I. G. Needles, vice-president and 
general manager, tire sales divi- 
sion, B. F. Goodrich Rubber Com- 
pany of Canada; and Miss Brown. 

Interspersed with the clinic ses- 
sions were an evening meeting 
and two luncheons at which more 


general, and inspirational talks 
were given by Malcolm W. Bin- 
gay, editorial director, Detroit 


Free Press; Sen. Gerald G. Mc- 
Geer, mayor of Vancouver, B. C.:: 
and Don Henshaw, McLaren Ad- 
vertising, Toronto. 

At its business session the Affil- 
iation, which embraces 17 adver- 
tising and selling clubs in the 
Great Lakes re- 
gion, on both 
sides of the bor- 
der, elected Carl 
D. Abbey, sales 
manager of the 
fine paper divi- 
sion, Hubbs & 
Howe Company, 
Buffalo, as presi- 
dent. 


Other new offi- 
cers are: First 
vice - president, 
|Harold E. Dennison, Russell T. 
Kelley Ltd., Hamilton; second 
| vice-president, Peter C. Keisch- 
‘gens, Richards Advertising Com- 
pany, Syracuse; third vice-presi- 
‘dent, Evan Hayter, Canadian 
| Goodyear, Toronto. 

Eric Zimmerman, Railway & 
| Industrial Engineering Company, 
| Greensburg, Pa., was re-elected 
secretary and treasurer. Walter 
Kiehn, J. J. Gibbons advertising 


Carl D. Abbey 


agency, Toronto, was re-elected 
Canadian treasurer; and Mrs 
|Marjorie Sutherland Wesley. 


Canadian Gravure Ltd., Toronto, 
| was re-elected Canadian secretary. 
| The 1948 meeting of the or- 
| ganization will be held in Cleve- 
| land. 


‘Job-Rater’ Launched 


The Dodge division of Chrysle 

| Corporation, Detroit, has launched 
|a bi-monthly magazine, “Job- 
| Rater,” which is directed to those 
who own, drive, maintain and di- 
rect the operation of trucks. The 
publication, which is being mailed 
free to a large list deals with cost- 
reducing truck operations, eco- 
nomical maintenance and efficient 
service. 


Opens Washer Drive 
Colen-Gruhn, Launderall’s New 
York distributor, and 228 loca! 
dealers are sponsoring a campaign 
to promote the Launderall slogan 
“America’s safest, completely au- 
tomatic washer,” in 900-line to 
full-page ads in New York and 
Westchester County newspapers. 
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Bank Ads Going 
More to Dailies, 
Consumer Credit 


Cuicaco—Commercial banks in 
1946 spent considerably more in 
newspapers, and more to promote 
consumer credit, than they did in 
1945, a survey by the Financial 
Advertisers Association discloses. 

Most banks reporting in the 
survey indicated they will spend 
more for advertising this year. 

A breakdown of replies shows 
that 37% of the banks’ ad ex- 
penditures went into newspapers 
last year, compared with 24% in 
1945. Radio maintained second- 
place position with 14.4%, a drop 
from 18% in 1945. Magazines and 
trade publications ranked third on 
the media list with 8.3% of the 
budgets. Printed. matter accounted 
for 7.8%, direct mail for 7.5% and 
the remainder was spent for car 
cards, outdoor, window displays, 
directory advertising, motion pic- 
tures, agency fees, etc. 


Consumer Credit Ads Up 


About a fourth of the advertis- | 
ing was devoted to boosting con-| 
sumer credit, up 10% over 1945. 
Savings account advertising| 
jumped from 4.5% to 7.6%. In- 
stitutional advertising also gained, 
from 19% in 1945 to 23% last. 
year. Special and regular check | 
account copy declined slightly to 
4.9% and 3.1%, respectively. 

The study shows that banks 
with $300,000,000 to $400,000,000 | 
deposits spent an average of $115,- 
666 in advertising last year, or | 
1.7% of gross income. This ex- | 
penditure was the highest for any | 
group. . Banks with over $400,- 
000,000 averaged $94,231 or 1.1% 
of income. 

Banks in all but two of the 12 
deposit groups indicated their ad 
budgets will be increased this 
year. Included were estimates by 
the largest banks that their budg- 
ets would jump 12.9% and by the 
$300,000,000 - $400,000,000 group 
that their budgets will be the 


same as in 1946. 


ABC Adds Eighteen 
in 4 Classifications | 


Eighteen new members nave | 
been elected to membership in the 
Audit Bureau of Circulations in 
four classifications — Magazines: 
Bee Detective Group, New York; 
The Western Horseman, Reno; 
Home Gardening, New Orleans; 
Ebony, Chicago; Science Illus- 
trated, New York, and World Re- 
port, Washington. Business| 
Papers: Qualified Contractor, 
Washington; Club Management, | 
St. Louis, and Oil & Soap, Chi- 
cago. 

Farm Publication: Farm & 
Dairy, Salem, O.. Newspapers: 
Daily Racing Form, Los Angeles; 
Daily Racing Form, Chicago; Daily 
Racing Form, Toronto; Express, 
Newport, Vt.; Standard Sentinel, 
Hazleton, Pa.; The Plain Speaker, 
Hazleton, Pa.; Cincinnati Record, 
and News, Williamson, W. Va. 


| 
| 


Display Concern Moves 
Old King Cole Displays, Inc., | 
Canton, O., builder of papier} 
mache and plastic creations, will | 
move to Louisville, O., a suburb 
Canton, in July. Its mailing 
address will remain Canton. 


agency. 


Looking for Happy Motoring ? 


See your dealer 


ESSO POSTER PREVIEW—Esso Marketers (Standard Oil Co. of New Jersey) 
believes it is first to adapt the silhouette drawing to the poster medium in 
this "guinea pig" panel located in Newark. An extensive outdoor campaign 


dedicated to the Esso dealer will be launched soon. 


McCann-Erickson, New 


York, is the agency. 


Introduces New Radio | 


Electrolite Company of Canada, | 
Toronto, is planning a_ business 
paper campaign to introduce to 
the Canadian market a. small 
radio, which can be built into floor 
lamps and smoker stands. J. J. 
Gibbons Ltd., Toronto, is the 


Churchill Story Readied 


Serialization rights to Winston 
Churchill’s much = sought - after 
memoirs of World War II have 
been sold to Life, New York 
Times, Montreal Standard and 
London Daily Telegraph. The 
five-volume work will be released 
between early 1948 and 1950. 
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Appoints Hillman-Shane |)n€wspaper @nd magazine adver- 


Biltmore Flower & Gifts of 
Southern California, and its af- 
filiated companies (Flowers & 
Gifts of Hawaii Ltd., and Flowers 
& Gifts of Hawaii, Inc.) have ap- 
pointed Hillman-Shane, Los An- 
geles, to direct their advertising. 
National consumer and _ trade 


tising will be used. 


Appoints Johnston A.M. 

Harry A. Johnston, formerly ad- 
vertising manager of Electrical 
| Engineering, has been appointed 
| advertising manager of Industrial 
| Trends, New York. 


and luggage. We pick up 


all trains and airports and 


monthly rates. 


We pick up and deliver copy and layouts, radio scripts, record 
players and transcriptions, presentations and display easels, tickets 


from, and deliver mail to, all main 


and branch post offices. We deliver mail, air freight, to and from 


your office. Dozens of services fit in 


with your requirements, including complete office removal and 
replacement. Let us survey your needs and furnish weekly or 


No newspaper—anywhere—can give 100° coverage of the homes of its market. 
What then is “effective” coverage? 
ge? 


What*are the “key” homes? How many? 


Throughout the Dallas market area the key homes are the Dallas-Newsreading 


homes. 


These are not only the homes of highest buying-power. They are the homes of 


Some cross-sec- 
tion samples have 
been made of The 
News “out of town” 
reader lists. Copies 
will be sent for the 
asking. 


___ Hhe Dallas Morning News 


THE TEXAS ALMANAC 


RADIO STATIONS WFAA 220 «co. WFAA : 


Business leaders .. . 


KERA Fx 


employers . . 


News and you have sold the Dallas market.” 


Ske D 


. doctors, lawyers, 


alvian jor wins, > 
em, 


people whose influence affects the buying of the rest of the community. 


educators ... and their wives. 


These are the people we are talking about when we say, “Sell the readers of The 


The News goes into the vast majority of such homes throughout all of the Dallas 
market area. It is the only newspaper that can give you “what it takes” in this market. 


Kew 


John B. Woodward, Inc. 


Representatives 
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Slide Film Gives 
Financial Story 


Jewel Tea Company, operator of | 
150 retail food stores and 1,654 | 
wagon routes. 
The slide film was planned and | 
produced solely for showing to 
to Jewel People the Jewel family, and takes 12 
BARRINGTON, ILL.—A sound slide | minutes to show. Sound slide film 
film in color, which enables every was chosen for the presentation 
division of the organization to because all Jewel operating units, 
visualize the company’s annual) including 78 branch offices, have 


lower than that of a motion pic-| sults on a kindergarten basis. We 


Also, the cost is substantially | is no struggle to interpret the re- 
ture. | assume our people are intelligent 


The film “tells the story of our | 


1946 operations in a_ simple, 
straightforward manner,” says 
Robert E. Stevens, chief of Jewel’s 
sales personne! division. “There is 
no attempt to ‘jazz up’ the story. 


There is no effort to gloss over|to businesses, 


report, has been prepared by_sound slide projection equipment. 


dewdh Too Co. ine 


Borringtan, timals 


Essence of the Jewel annual re- 
port film for employes is re- 
printed in a 31%"x4” folder, with 
frames from the movie on right- 
hand pages and accompanying 
comments on the left. Above is 
the two-color cover. The com- 
ments follow... 


“This booklet presents highlights 
from the Jewel film; ‘The An- 
nual Report for 1946.’ Everyone 
benefitted by Jewel’s success in 
1946: our customers, our sup- 
pliers, our government, our 
stockholders and all of us. It 
was a good year, the best in our 
company’s history.” . 


EE esr rs I ae Maroy 


fens wl 


“We had about $18,300,000 left 
for distribution to all of us and 


“What happened to this $18,300,- 
000? Jewel people received most 
of it. . . More than $14,500,000 
was paid in wages and salaries, 
the largest amount in Jewel’s 
history—$261,000 went for state 
and federal social security pay- 
ments—$600,000 went to build 
J.R.E., our own retirement 
plan,” . : 


to our stockholders ... who sup- 
plied the buildings, equipment, 
merchandise and cash. . . We, in 
turn, provided the time and ef- 
fort to make profitable use of 
those facilities. It’s this partner- 
ship ... that has made possible 
both pay and profit.” .. 


certain facts and figures. 


“Total Jewel sales ... broke all 
records —amounted to $88,924,- 
667. That’s a lot of business. 
Customers from more than a 
million homes paid us that $89,- 
000,000 for our merchandise, 
and, in turn, we gave them full 
value, cheerful service, and top 
quality for their money.” . . 


“The rest—about $2,800,000— 
was earned for the owners, the 
people who risked their money 
on our ability to use their in- 
vestment to best advantage. 
About $1,700,000 was paid in 
dividends to our 6,279 stockhold- 
ers. The remainder of approxi- 
mately $1,100,000 was left in the 
company and has been rein- 
vested to enlarge our business, 
to replace equipment.” . . 


and fair. We want them to have 
the facts. If they have the facts, 
the correct facts, we feel we can 
rely on their judgment and good 
sense. 

‘‘We’ll be happy to loan the film 
organizations, 


There | schools, etc. We hope other com- 


TO SUPPLIERS 


“Let’s see what happened to that 
money —who got it and why. 
Three - quarters of those sales 
dollars—almost $67,000,000— 
went to our suppliers—for prod- 
ucts, materials, services and 
rents. And, as a result, we helped 
pay the salaries of many people, 
all along the line.’”’.. 


tae 


“In other words—five out of 
every six dollars of company in- 
come available to stockholders 
and employes was paid to us, 
the people of Jewel. This was 
payment for our enthusiasm and 
teamwork — for doing well the 
many things needed to make 
Jewel a better place to trade, 
and a better place to work.” . . 


Advertising Age, May 26, 1947 


panies will do something similar. 
We think it would be good for 
them and good for the health of 
our economy.” 

After the film is viewed, a vest- 
pocket size folder:containing some 
quotes and some frames from the 
film is distributed to all Jewe] 
people. The frames and com- 
ments from this booklet are re- 
produced below. 


pa 


“Taxes came next. We paid more 
than $3,600,000 in 1946 to local, 
state and federal governments 
for taxes. That means almost 
$800 in taxes for each person in 
the Jewel family. That, of 
course, is in addition to the in- 
dividual taxes paid by each of 
Ue 4.4 


$15,500,000 


3 4 é $ ea 
rs We ai 


“That’s the story behind Jewel’s 
annual report for 1946—the story 
of a good year for a good busi- 
ness. For a business is a good 
business when it benefits every- 
one—all along the line. In 1946 
our customers, our suppliers, our 
government, our stockholders 
and each of us benefited by our 
operation.” 


|papers and magazines, the prov- 
ince is producing 16 mm. motion 
pictures in sound and color and 


Sees ‘47 Volume 
|keeping these films circulating 


in Newspapers | 
| through Canad d the United 
Headed for Peak sinc Sanaes aneme 


WENATCHEE, WaAsH. — Declaring Competition for the tourist dol- 
“there: is a nationwide swing to|lar is “keen and well organized,” 
newspapers,” J. J. Atkinson, ad-| Mr. Rowebottom said; “if we are 
vertising director of the Seattle|to reap our share, we'll have to 
Post-Intelligencer, told newspaper | g0 after it with a vigorous and 
advertising men that retailers| far-reaching campaign.” 
with heavy inventories are turn-| Alan Torbet, business manager 
ing to newspapers to move the|of the Sun, Vancouver, Wash., 
gZoods. | was elected president of the asso- 

Records for the first months of|ciation and Robert Sprague, ad- 
the year indicate that although |vertising and promotion manager 
automotive and financial advertis-|of the Oregon Statesman, Salem, 
ing are running well below 1929|Ore., was elected vice-president. 
volume, retail and classified are | S. C. Amess, Vancouver, B. C., 
shoving the total newspaper ad-/|continues as secretary-treasurer. 
vertising volume for 1947 to an| The fall meeting will be held 
all-time high, Mr. Atkinson said. |in Tacoma, Wash. 

He spoke at the annual meeting of 
the Pacific Northwest Newspaper 


Gow-Mac Names Martin 


Advertising Executives Associa- : 
tion. George Homer Martin Asso- 
Addressing the same session,|Ciates, Newark, has been ap- 


pointed to handle the sales pro- 
|motion of Gow-Mac Instrument 
Company, Newark, manufacturer 
of gas analysis and measuring de- 
vices for industry. Business 
papers and direct mail will be 
used. 


Edwin G. Rowebottom, deputy 
minister of trade and industry in 
British Columbia and president of 
the Canadian Association of Tour- 
ist and Publicity Bureaus, re- 
ported that the British Columbia | 


Government Travel Bureau is sunning 
spending 60% of its appropriation . . 
this year in newspapers circulat- Appoints McDevitt Co. 
ing in the 11 western states. :' ys hee on ae publisher of 
. rier-Post Newspapers 
British Columbia, he said, has | ¢ ©ourier-Fos ewspapers, 
- (riers 5 nmawtte Camden, N. J., has appointed 
resumed its newspaper advertis-| George A. McDevitt Company as 
ing for tourists on a greater scale national advertising representa- 


than prewar. In addition to news- tive. 


Monsanto Boosts Pratt, 


Heffernan, Hatch 


| Monsanto Chemical Company, 
| St. Louis, has promoted Dr. Lester 
| A. Pratt from general sales man- 
}ager of the Merrimac division, 
| Everett, Mass., to assistant to the 
|division’s general manager. Dr. 
|Pratt has also been appointed 
|president, general manager and 
| trustee of the New England Alco- 
hol Company, a Monsanto sub- 
sidiary at the Everett plant. He 
has been vice-president and gen- 
eral sales manager of the subsidi- 
ary since 1942. 

| Assistant division general sales 
manager Howard J. Heffernan 
has been named division general 
sales manager to succeed Dr. 
Pratt, and Frederick S. Hatch, as- 
|sistant to the division general 
|manager, has been elected vice- 
president of the New England 
Alcohol Company. 


Resumes Furniture Drive 


Bassett Furniture Industries, 
Bassett, Va., manufacturer of din- 


ing room and bedroom furniture, | 


has launched a national campaign 
|for the first time since 1942 with 
two-page color spreads in furni- 
ture trade publications for the 
semi-annual furniture 
Houck & Co., Advertising, Roan- 
oke, Va., is the agency. 


|Appoints Puckette 

Charles Puckette, general man- 
ager of the Chattanooga Times, 
has been appointed vice-president 
of the newly organized Tennessee 
Tourist and Development Associa- 
tion. 


markets. | 


Gamble-Skogmo 
to Add New Stores 
and Items in ‘47 


MINNEAPOLIS — Gamble - Skog- 
mo, Inc., and its Canadian sub- 
sidiary, Macleod’s Ltd., now 
operate 518 stores and supply mer- 
| chandise to 1,721 franchised deal- 
|ers in 25 states, Hawaii and four 
Canadian provinces, its annual 
|report shows. 
| Long steps toward transforming 
the one time strictly “hard lines” 
dealer and jobber organization 
into a department store operation, 
handling widely varied hard and 
,soft lines, are reported by B. C. 
|Gamble, chairman of the board, 
‘and P. W. Skogmo, president. 

They report plans to add more 
“multiple unit stores” or ‘“one- 
| Stop shopping centers,’ some of 
| which have been tried out since 
|} 1942. The stores handle food, 
drugs, clothing, furniture, appli- 
ances, hardware, automobile ac- 
cessories, sporting goods and vari- 
|ety items (AA, Feb. 10). 


Making New Washer 


New products include an auto- 


ume output, and a_ low-priced 
motor scooter. Solar Corporation, 
a manufacturing subsidiary, has 
valuable patents on these, batteries 
and other products. 

Sales of G-S and its subsidiaries 
last year totaled $127,335,817, 


matic washer soon to go into vol- | 


compared with $72,445,000 in 1945. 
Net income was $6,779,000, against 
$1,773,000 in 1945. Last Novem- 
ber G-S consolidated the assets 
and business of Gamble Stores, 
Inc., Gamble-Skogmo Ltd., Nasco, 
Inc., and Western Auto Supply 
Company of California. The lat- 
ter was purchased in 1939, and 
Macleod’s in 1945. 


Industrial Group Elects 


John E. Reed, advertising man- 
ager of H. V. Smith Company, 
Westfield, Mass., has been elected 
president of the Industrial Adver- 
tising and Marketing Council. 
Other officers elected include Fred 
Emerson, vice-president of Spar- 
tan Saw Works, Springfield, Mass., 
first vice-president; Calvin Fisher, 
advertising manager of the North 
& Judd Company, New Britain, 
Conn., second vice-president, and 
Edith Wootton, advertising man- 
ager of Wiremold Company, Hart- 
ford, secretary-treasurer. 


Pushes Coffee Blend 


A coffee blend produced with 
an “electric eye roast control’ is 
being announced in 105 papers by 
the William S. Scull Company, 
Camden, N. J. Advertising of the 
|/new roasting method coincides 
with the observance of the com- 
pany’s 116th anniversary. 


Vojak Joins Midland 

| Edward Vojak, formerly of 
| Montgomery Ward’s retail adver- 
| tising department, has joined the 
|staff of Midland Advertising 
| Agency, Chicago. 
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WASHINGTON —A gain of 13% | 


1 department store sales for the | 


a oe 


-eserve Board. 

The gain represents an 11% in- 
crease over sales in the week end- 
ing May 3. It brought the index, 
based on 1935-39 sales averages, 
to 310, only seven points lower 
than the index figure reached the 
week before Easter. 


DEPARTMENT STORE 


SALES INDEX 


1935-39 EQUALS 100 


Week to May 10, °47* p.310 
Week to May 3, °47*. .279 
Week to May 11, °46* .274 
Month of April, ’47* p.266 
Month of April, °46*. .255 


pPreliminary. 


Part of the increase over last 
year reflects the partial paralysis 
of business that occurred during 


the coal shortage in May, 1946. | 


Chicago stores’ gain of 42%, high- 
est in the nation for the latest 
week reported, reflects sales made 
last year during a severe power 
curtailment. 

All but two cities reported gains 
in the week ending Mav 10. Se- 
attle showed neither a gain nor 
loss, and Oakland figures were not 
available. 

Yr.-to-Yr. % Change 
Mo, Week ending 


Federal Reserve of May May 
district and city Mar. 3 10 
UNITED STATES... 12 12 13 
Boston District ... 15 7 12 
New Haven ..... 7 —1 8 
ee 21 10 15 
Springfield ..... 9 0 6 
Providence ..... 6 2 9 
New York District 11 5 8 
i 1 11 r3 4 
Sy 7 ri4 16 
Mew BOPe ssiciv 39 2 7 
Rochester ...... 10 r17 17 
Syracuse ....... 9 16 19 
Philadelphia Dist... 16 15 14 
Philadelphia .... 18 10 12 
Cleveland District. 11 rl6 11 
Po i 2 10 5 
Cincinnati ...... 11 16 18 
Cleveland .....«. 9% 15 11 
COImmpUS. ...... U8 11 7 
es . r13 4 
Pittsouregn ..... 11 17 12 
Richmond District. 9 12 9 
Washington .... 10 10 7 
Baltimore ...... 11 13 11 
Atlanta District |. 10 r17 7 
Birmingham .... 13 r7 14 
ot) ek. ae 13 5 
AC 5 r29 1 
New Orleans ... 19 14 13 
NASHVILIG .sis-ss 8 21 2 
Chicago District 10 18 26 
Chicago ..... : 9 21 42 
Indianapolis .. 4 15 19 
CE oo aw owas 8 17 15 
Milwaukee ..... 11 8 3 
St. Louis District 9 16 13 
Little Rock .... 1 3 3 
s0uisville ...... 13 8 6 


Federal Reserve Figures on Department S 


reek ending May 10, compared | 
with the same week a year ago, | 
as been reported by the Federal | 


couRAT E, THOROUGH] 
AC \PPING SERvicE \ 


Your ads, your competitors’ 
and dealers’ ads, news, pic- 
tures, editorials ... from 5,000 
magazines and newspapers. 
Publication name, date, and 
circulation attached to each 


clip. 


PRE 


a oe 12 
Poi) ae 5 
Minneapolis Dist. 17 
Minneapolis .... 7 
ts WOE, 2560 cn ks 19 


Duluth-Superior. 13 
Kansas City Dist.. 


ee ; 
WESOMIRE csicecaes -1 
Kansas City .... 14 
Bt. BOGGMN 2250s 9 
Oklahoma City .. i 
ae eae ee 5 
Dallas District ... 7 
oT eee eee er 1 
oe ee 4 
PROUBCOR 6 i4 0ce-0% 20 
San Antonio .... 8 


San Francisco Dist. 15 
Los Angeles Area 15 


tok gS eas 9 
San Francisco .. 14 
POTHENG 4 .cc ccs 12 
Salt Lake City... 9 
BGRSUIS as cs vias 8 


r—Revised. 


*Data not available. 


heee Sales 


yer a eee a ae 
Om ey 


“ 


Issues Revision of 
Plastics Encyclopedia 


Published for the first time in 
three volumes, the eleventh edi- 
tion of Modern Plastics Encyclo- 
pedia, now available, contains in- 
formation on plastic materials, the 
variety of uses to which these 
materials are put, and the process- 
ing of plastics for different pur- 
poses. 

The first volume is a reference 
to most recent developments and 
applications, the second is de- 
voted to processing problems, and 
a plastics industry directory, 
while the third is comprised of 
plastic charts and chemical in- 
formation. The directory and the 
third volume are available sepa- 
rately, or with the entire ency- 
clopedia for $8.50 from the Plas- 
tics Catalogue Corporation, 122 E. 
42nd St., New York 17. 


To Redesign ‘UN World’ 


J. Walter Flynn, art director, 
formerly with Conde Nast and the 
Hearst Publications, has been ap- 


pointed to redesign the format of | 


United Nations World. 


 KCS PRODUCED ~— 


Industrial Plaques 


An excellent example of how industrial products 
can be realistically reproduced in tri-dimensional 
form is this impressive Nordstrom Valve plaque. 
Featuring an authentic reproduction of the valve 
in durable thermo-plastic, finished in a natural 
metallic color, this detail-embossed plaque is ideal 


for display in dealer showrooms. Size 1012 x 13. 


K-C-S also offers a complete line of out- 
standing dealer and point-of-sale dis- 
plays in thermoplastic, wood and molded 
plastic—all produced and created under 
one roof. Your inquiry is invited. 


_- KIRBY-COGESHALL-STEINAU CO. 


JACKSON at EAST CLYBOURN - MILWAUKEE 2, WIS. 


waives 


Nite 


| MILLS INDUSTRIES, INCORPORATED - Office and Display Room: 2212 Merchandise Mart - Chicago 54, Illinois 


my 
oH 


can take your full sales presentation — in picture, 
motion, and sound —to the public at the 
retail point of sale! 
Installed behind or beside counters, on display 
floors, in lounge and rest rooms, it graphically 
presents your full story in sound motion pictures 
—continuously, and without the presence of 
an operator. All components — projector, screen, 
speaker, and amplifier — are housed in the attractive 
cabinet. Starting with a simple push of a button, 
set-up time and special rooms are unnecessary. 


It is an asset to any motion picture sales program. 


LETTER PERFECT SALESMAN 


* for retail outlets, display rooms, offices, transportation terminals, 


a= at point-of-sale 


With this all-in-one cabinet motion picture 
projector, which requires no darkened room, you 
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| NBC Promotes Wallace 


George H. Wallace has been 
;named manager of the network 
sales promotion division of NBC’s 
| advertising and promotion depart- 
ment. Associated with NBC since 
| 1940, Mr. Wallace has been act- 
ing manager of network sales pro- 
| motion since November. 


Plans Trade Fair 


| cantile exposition, sponsored by 
bey Junior Chamber of Commerce 
|of Canton, O., has been scheduled 
| for the week of June 15-22. Theme 
| of the show will be: “What Can- 
‘ton Makes, Makes Canton.” 


ager whe refuses to Gon galoshes. 

& shortage of tablecloths or « soot- 

logged oilburner, there's hope of or serving trays. 

metp held cut fer these varied Git- [50 Souton, place Wi 'erer @ saan len the see of the petite. Ome Bt 
or ace over 

fleuities in this week's list of new piece of chaminum stencil foul and| of the liquid. which sells for ‘g 

trace the outline with a medium 


Hammacher 6chiemmer. shou’ 
ough to last out the 
me of moderate size. 


-ross Nurses’ Ai 
mas Begin Jan. 6 


mefirst 1947 daytime 


Lawrence Buying Income 
Shows Gain of 
9.9% 


special attention te the 

with sequin trim, for thet 

fer appeal. 
Just look at these Survey of Buying 
Power figures released this month by 
Sales Management . . . see the all-over 


gains in LAWRENCE! 


1946 1947 

Survey Survey 
TOTAL BUYING INCOME... .$90,480,000 $99,067,000 
FOOD SALES .............. 14,654,000 15,473,000 
RETAIL SALES ............. 52,942,000 62,358,000 
WHOLESALE SALES ........ 28,153,000 35,793,000 


Reach the people who are better able to buy your prod- 
uct. Reach them thru their daily newspaper—the EAGLE- 
TRIBUNE. Read in 95 out of every 100 Greater Lawrence 
homes. ABC over 35,000. 


The Canton industrial and mer- | 


|; anonymous 


. - You will find 
it a satisfying 
number because 
it opens the 
quick, sure way 
to the complete 
and economical 
handling of 


: our production 
. Write or Phone for ¥ P 


one of our Representatives 
—Let us show you samples of work 
we are doing for successful institutions. 


7 

FAITHORN CORPORATION 
Ad-Setters - Engravers - Printers 
400 N. Rush St., Chicago 11 + Whi. 2300 


[DAY AND NIGHT SERVICE 


requirements. 


Agency Men Offer Own 


Views in Profit Picture 


Commission-Fee 
System Is Urged 
as One Solution 


NEw YorK—It isn’t 
fight, and two other admen— 
one from Ohio and one from 
Florida—reply this week to the 
advertising manager 
who answered “Bunk” to agen-| 
cies’ cries of vanishing profits 
(AA, April 28). | 

And like Ray Vir Den, recently- 
elected president of Lennen & | 
Mitchell, who started the whole | 
argument and rushed into the sec- | 
ond round last week (AA, May | 
19), they sign their names. 


a private | 


Richard C. Shaw of Garretts- 
ville, O., formerly with Fuller & 
Smith & Ross, Meldrum & Few- 
smith and General Electric Com- 
pany, doesn’t completely agree 
with the anonymous adman, but 
advances an unusual suggestion 
for a combination commission-fee 
system, based largely on sales re- 
sults. Here’s what he says: 

As a long-time subscriber to 
your esteemed publication I am 
glad to know that it’s not a “pri- 
vate fight” and I’d like to get into 
it per your invitation in your 
April 28 issue. 

Like the anonymous advertising | 
manager, I too have had a broad | 
experience in advertising — 27} 
years in fact—as advertising man-| 
ager, agency account executive, | 
salesman of creative lithography | 
and printing, and Better Business 
Bureau executive. I have just left 
the agency field and am now in a 
neutral corner as consultant to)} 
both advertisers and agencies on | 
special problems. 

I find myself in only limited | 
agreement with Mr. Anonymous | 
Ad Manager and have a specific 
suggestion for a solution to the 
problems he posed. 


Calls 


There can be no serious ques- | 
tion that the commission system 
of agency compensation is funda- 
mentally wrong in principle from 
the standpoint of the folks who 
pay all the bills—that is the ad- 
vertisers. Agencies are paid com- | 
missions on everything but the 
one thing which is the main ob-| 
jective of advertising — sales of | 
the advertisers’ goods. Thus, the 
basic emphasis of the entire sys- | 
tem of compensation is on quan-| 
tity of advertising rather than on | 
quality. 

The present commission system 
of agency compensation is wrong 
for the following basic reasons: 

1. The incentive of the system 
is not in direct line with the main 
objective of advertising which is 
to sell the advertiser’s goods. 

2. The system automatically 
and necessarily classifies service 
to the advertiser as expense 
rather than stock-in-trade. 

3. The system inherently re- 
gards advertising as an entity or 
end in itself— whereas actually 
advertising is only a tool or means 
to an end—that of selling the ad- 
vertisers’ goods. 


System Wrong 


as 


Compensation Not Excessive 


I do not agree completely, how- 
ever, with the anonymous ad| 
manager's attitude toward Ray 
Vir Den’s recent statement that 
agency profits are diminishing. 
The ad manager implies that the 
compensation of agency people is 
excessive in comparison with that 
of advertisers’ personnel. In this 
I think he is part right and part 
wrong. He is right in deploring 
the disparity between the 


com- 


pensation of agency personnel and 
advertiser personnel. It is not 
only wrong but short sighted for 
an advertiser to have his own ad- 
vertising staff personnel at a 
financial disadvantage with the 
agency and other suppliers with 
whom they deal. The obvious re- 
sult is that the advertisers’ people 
are exposed unduly to the tempta- 
tion of subsidy, in one form or an- 
other, by these suppliers. 

If an advertiser expects to get 
full value for his advertising ex- 
penditure his number one _ step 
should be to get an advertising 
manager whose stature and abil- 
ity are at least equal to that of 
anyone in the agency with whom 


| he has to deal—and then pay him 


accordingly. 

I do not believe that anyone 
can justify a sweeping statement 
that agency compensation, on the 


| whole, is excessive. My quarrel is 


not with the amount of agency 
compensation but with its method 
or system—with the incentive on 
which it is based. 


Sees Specific Fault 


It is my contention that the 
traditional commission system of 
agency compensation inherently 
encourages and accommodates the 
following practices: 

1. Overloading program with 


/commissionable media advertising 


at a sacrifice of other forms of ad- 
vertising — thus resulting in an 
unbalanced program. 

2. Holding back on good pro- 
motional ideas which might result 
in diversion of money from com- 
missionable media. 

3. Encourages the myth that 


ae 
ae’ 


Advertising Age, May 26, 1647 
agency people are professio:,,| 
supermen who know ll the 
answers, thus discouraging obj«c- 


tivity, including adequate. 
checking and testing of advert s- 
ing. 

4. If advertiser won’t fall for 


this myth the opposite extreme js 
frequently the result, namely that 
agency people become abject “yes” 
men. 

5. Encourages overemphasis op 
entertainment and contacting oj 
advertiser by agency. 


Suggests Alternative 


I do not claim that these pric- 
tices are always present in agency- 


client relationships. But I do 
know that they frequently are 
present and that I have seen 
plenty of them in my own ex- 
perience. What I do claim is that 
their probability is inherent in 


the system. 

One alternative to the commis- 
sion system is the fee system. The 
main trouble with the fee systen 
is that it is essentially static. It 
is based fundamentally on “horse- 
trading” between agency and ad- 
vertiser. It lacks the dynamic 
spark of incentive which the pres- 
ent commission system, bad as it 
is, does have in a measure, 
although it is diminishing as a re- 
sult of more services being de- 
manded by advertisers to balancs 
the commissions. 

Then what is the answer? [| 
my opinion, the ideal answer is a 
combination of the best features 
of the fee system and the com- 
mission system which adds up t 
a system based on the following 
two factors: 

(1) A base fee which would in- 
clude cost of service—plus agency 
profit. 

(2) A bonus or 
based on a= sales 
product advertised. 

There have been 


commisslor 
index of the 


some objec- 


be a” 


a | 
Dp up THE Packs 


POPULATION 
877,200 
EFFECTIVE BUYING INCOME 
$506,797 ,000 37.52 per cent of 
FAMILIES 
210,100 
RETAIL SALES 


*ABOUT THE BUSY, GROWING 
CHARLESTON AREA MARKET 


41.22 per cent of S. C. 


40.99 per cent of S. C. 


$342.207,000 89.30 per cent of S. C. 
FOOD 

$86,429,000 39.22 per cent of S. C. 
GENL. MERCHANDISE 

$56.264,000 36.51 per cent of S. C. 
DRUGS 

$12,482,000 37.35 per cent of S. C. 


SC. Charleston 


Figures From Sales Management 
Survey 1947 


**ABOUT THE PAPERS 


**ABOUT CHARLESTON COUNTY 
POPULATION 
184,300 
EFFECTIVE BUYING INCOME 
$146,.517,000 


THAT COVER 52400 10.22 per cent of S. C 
COASTAL CAROLINA RETAIL SALES ‘ 
Circulation up from 44,041 in 1941 $95,064,000 10.92 per cent 3: ¢ ' 
to 74.341 December 1946. FOOD 
Milline Rate only 2.47, lowest in $28,206,000 12.80 per cent of S. C. | 
: less than national average. CENL. MERCHANDISE | 
$17.253,000 11.19 per cent of S. C. 
° DRUGS 
$4,653,000 13.62 per cent of S. C. | 


8.66 per cent of S. C 


10.84 per cent of S. C. 


> POPULATION GROWTH 


1930 1940 1944 
U.S. Census U.S. Census U.S. Census 
City of Charleston 62,265 71,275 81,347 
Metropolitan Area 79,760 98,711 157,859 
Charleston County 101,050 121,105 190,442 
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sesh: tions made to the idea of a com-| problems in some cases, but they | fixed compensation the human| trouble is that the present incen-| which he describes as “as com- 
bi . n ission wat ‘wales — Dut none of} would not be insuperable in any tendency is to relax. Incentive tive is not in direct line with the plete from a service standpoint as 
nate @ em appear to be valid. _ | case. It should be kept in mind | compensation draws out of indi- objective of the guy who pays all any in the South, even though it 
aetie. One objection is that advertis- that the proposed compensation viduals more than they ordinarily the bills. Advertisers should get is small,’ thinks the crux of the 
ing is only one of the sales-influ-| plan is not all commission but deliver. wise to the value of incentive and 
ll for @ ° icing factors. This is true and | part fee and part commission and There may be argument that a to the fact that under the present _ 
“ae i, ould obviously be accounted for | there are an infinite number of | bonus or commission basis might incentive they pay for it but do oo tee ae 
> that #2 figuring the commission. permutations and combinations work for the compensation of in- not get the benefit of it—and that, wers 
“oe Knocks Down Arguments which can be fitted to the indi- dividuals but would not be prac-| therefore, the incentive should be ite ie bute 
. ngewe vidual circumstances in each case. | tical for an entire advertising | shifted in favor of the advertiser widow t 
ee ——- prong he a The fundamental premise on | agency. The fact is that agencies —where it rightly belongs. he Nia Fabel tye 
a ol are many =_— W abel: oe —- which incentive compensation is have been on just such a basis as 
is not aimed primarily at sales im-| based is the fact that we are all| for years under the present 15% Thomas G. Greene, owner of a aerate 
mediately but rather for (1) pres-| capable of more than we do. On| commission system. But the! 10-man agency in Orlando, Fla., 1135 8. & SALMON ST. * PORTLAND 14, OREGON 
tige building (2) position holding : ; j ; 7 
and (3) support of versonal sell- | 
prac- § ing. My answer to this objection | 
ency- is: Prestige for what? Position | 
I do @ for what? Support for what? | 
y are Every one of these is but an in- | 
seen § (ermediate objective which points 
n ex- @ toward the ultimate objective of | 
is that sales. Therefore, it seems mere 
nt in @# common sense to have compensa- | 
tion based, in as large a degree | 
mmis- § as possible, on sales of the adver- 
n. The @ tiser’s goods rather than on sales 
systen of the goods of everyone else ex- 
tic. It @ cept the advertiser (media, art 
horse- @ studios, typographers, engravers, 
1d ad- @ printers, etc.). 
mami Another argument against 
» pres- § changing the present system is 
1 as it @ that what an agency does for its 
sure. compensation is always going to 
;are-@ depend on the conscientiousness 
ig de-f of the agency and the degree of 


alance its responsibility to the cilents. 
My answers to this one are that 


r? | a man’s attitude cannot help but 
er is a be conditioned by the system or 
vatures # law under which he operates. A THE FINEST IN ILLUMINATED 
- com-§ system which is inherently in- 
up t equitable is bound to be a strain 


PRODUCT-IDENTIFICATION SIGNS 


lowing § and obstacle to men of good basic 


intentions. A good system draws : é 
: > rg i — ¢ Fe 
auld in- @ the ee of all men—good and Y Ss ‘ , P / 4 
agency mediocre. cK eA g | spate "il r pena co rtm en 
; Sees Other Fallacies 
niss1o! 
of the Another argument for the status “at 
is ¢ . >tit} be ree . . . 4 

— 5 es See See When /eaders in American industry want quantity 

objec- § @gencies is a sufficient force to 


production of illuminated product-identification 
signs, they want those signs RIGHT .. . they want 
them FAST . . . they want them ECONOMICAL. 

For nearly 20 years, large advertisers 
have looked to Neon Products, Inc., to 
meet these exacting requirements. Such 
firms don’t take chances. They go direct to 
“Illuminated Sign Headquarters,” where 
they know their brand-identification prob- 
lems will be solved perfectly 


keep agency service at its best. 
My answer is simply, “It ain’t 
necessarily so.” An agency may 
be absolutely invulnerable to com- 
petition for a number of well 
known reasons. Even where com- 
petition is a factor an agency may 
be able to ward off competition 
and still not be rendering the best 
service of which it might be cap- 
able. The real value of right in- 
centive compensation is that it 
keeps the agency in competition, 


oo = 


THESE STATEMENTS BY | . 


not only with other agencies, but and economically. FAMOUS FIRMS SPEAK 
Ww itce] f__} sroworde <¢ muC . e 4 
see tgg ty agatha i Whether your business is large a | FOR THEMSELVES! , 
: , se or small, we have the facilities and ; 
ance beat that of yesterday. is ” ¢ deal ; 
pen It has been argued that the 15% the “know how ~ Fe 3 
commission system persists be- brilliant, dynamic point-of-sale dis- ee fact that we - set Neon’s Be: 
cepeten 2h tn alt "i aioe haa . " ‘ est customers speaks volumes as to ee 
cause it is simple- “easy to figure. plays that will thoroughly SELL o cu , P' ‘ : lied bey 
My answer to that is that it may d “4 Se eS a ee oF 
start out simple but leads to all your product or oe Neon Products, Inc. 
orts of complex deals between Just tell us your requirements— C,H. MacMahon, Director, 
agency and advertiser. As one copy, colors, etc. We'll gladly cols Advertising & F pevcticsaagee rg . 
advertiser writes me, “The only ents plans cud sketches with * e —— E . 
thing standard about agency com- ” : ~ - HASTINGS PISTON RINGS 
| ensation is ‘old man 15%. ’ out charge or obligation. ‘On our program, we consulted Neon 
TY | hihahnee es out the details of a Products, Inc. They not only came 
commission on sales may present through with outstanding sign ideas, i a 
S ¢ oF but contributed materially to the ss 
y entire merchandising plan.”’ } 
a ; Walter J. Daily, : 
. Advertising Director, | 4 
S.C = # BENDIX HOME APPLIANCES, INC. 
S.C. | | 
S.C In our opinion, the foremost method : 
‘ of merchandising a nationally adver 4 
s. C tised brand name is planned identifi j 
cation at point-of-sale. The medium 
S. C. : . signs and displays 
— DIVERSIFIED Wm. E. Macke 
INDUSTRIES ZENITH RADIO CORPORATION 
| Including 
25 FURNITURE FACTORIES 
kt Mintel Deck. and 1 "QUALITY NEON AND FLUORESCENT SIGNS IN QUANTITY” 
Cabine & Auton c Vv it Mact 
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problem rests with the establish- 
ment of professional standards, 
with the client paying—and know- 
ing he is paying—for professional 
services. He says: 

I am glad ADVERTISING AGE has 
invited little guys like me to ex- 
press opinions about the subject 
that the two gentlemen of recent 
issues have discussed with such 
one-sided views. 


I think they covered their own 
cases well, but to my way of think- 
ing they missed the real meat of 
the subject completely, and what 
I have to say is applicable to their 
high volume business, or to my 
small agency. 

One says, “Watch your cost sys- 
tem— it’s harder to make as much 
profit out of the 15% commissions 
from media today than it was in 
the past—more extra services— 
more free services—higher oper- 
ating cost, etc.” That’s the agency 
executive. 


Both Right—But Wrong 


Then along comes the client’s 
representative, and says in effect, 
“Why sometimes on a single ad 
schedule you fellows make as high 
as $30,000 and to us with our 
small salaries, that ain’t hay. 
Sometimes you even make up just 
one ad and it runs over and over 
and you get paid your 15% each 
time.” He even went so far as 
to comment on adding 15% on 
penalty charges. 

It makes my heart bleed. They 


Yp 
Yee automotive dealer 


sold $10,321.00 worth of good 


transportation from one classi- 


fied ad in The Fargo Forum one 
time at a cost of only one hun- 


dred and six dollars. 


Write for illustrated 
market folder 


Audit Bureau of 
Circulations, Northwest Daily 
Press Assn. 


Members: 


Representatives 
Kelly-Smith Company. 


Trance NORTH DAKOTA 


(7S / 1 LLL 


A 


An ad well written is a bet, 
You'll surely win when it’s well set. 


e. 


a 


| are both so right, and yet they 
‘are both so far from the true 
| picture. 

| One says it’s hard to make sat- 
isfactory profits on media com- 
missions; the other says you can 
make bigger profits from media 
commissions because of rate in- 
creases. 
ing a_ profit 
client, for services 
the client? 

Whom do today’s advertising 
agents represent—various media 
or various clients? Are they space 
peddlers, on an inadequate com- 
mission even for that service, or 
are they creative workers, doing 
a highly intricate and detailed 
job? 

Wants Professional Status 


directly from the 
rendered to 


In the last few years, adver- 
tising agencies should have grown 
up. 
There’s been a move afoot sev- 
eral times to put agencies into a 
professional classification, along 
| with lawyers, doctors, etc. There’s 
|plenty of puzzled talk about free 
services, and the extra facilities 
needed to do _ better jobs—re- 
search, media, talent, art and so 
|on. What can we charge for? How 
much can we charge? And whom 
do we charge? 

Does that sound like a profes- 
sion or 
| kids putting on a tent show? 

The first question to consider is 
| WHOM does an agency represent? 

With all these extra services 
| demanded by the client, it would 
seem the agency should represent 
| the client and not the media. The 
medium doesn’t care how many 
people eat spinach in Hoboken, or 
whether the art work was done 
by Rembrandt or a dog’s tail. As 
a matter of fact, the medium cares 
so little about the entire back- 
ground of an advertisement that 
if the plates are not furnished on 
schedule the medium will be glad 
to run a blank space, with no 
extra charge for printing the 
/name of the purchaser. 


Clients’ Notions Mistaken 


It would seem that an agency 
|should represent the client, but 
| wait a minute—the client gen- 
| erally has the notion that all of 
ithis should be paid for by the 
15% commission from the media. 


the agent in the category of an 
|attorney, a physician, or of any 
professional man? 

It not only isn’t professional but 
it isn’t businesslike. For example: 
suppose one full-page newspaper 
advertisement was prepared and 
run in ten weekly papers at a 
total cost of $1,000. This would 
show the agency, on the basis of 
|15%, a gross of $150. But, on the 
other hand, if the same ad ran in 
ten metropolitan dailies at a cost 
of $100,000, the agency would 
make $15,000. There is the same 
| effort put forth in either case, but 


| there is a difference of $14,850 in | 


revenue for the agency. 


Client Doesn’t Pay 


| 
| 
| But up to this poirft, all the 
payment for brains hasn’t come 
from the client for whom the 
|brains are being used, but only 
through the good fortune of legiti- 


mate commissions on trade and| 
| commerce and not as direct pay- 
| ment for services rendered. The 
lclient hasn’t paid one dime for 
the brains and information that 
he so vigorously demands. He 
hasn’t paid a cent that he would 
not have had to pay had he 
struggled through the _ entire 


process alone, and has saved his 
own time and effort by having the 
accomplish the work and 
exert the effort for him. His space 
costs the same, regardless of how 


agency 


or by whom it is placed. 
At the same time, the client has 


received the benefit of the knowl- 


What’s wrong with mak- | 


like a bunch of school | 


What does that make the agency | 
—fish or fowl? And does that put | 


jo and experience of men in 
each phase of advertising, who 
| know the score. 

It’s way past time advertising 
| agencies became recognized as 
| professional, and it’s high time 
‘these same _ professional men 
|learned to place a value on the 
service they render, and collect 
for this service from the client. 

The client wants—rather, he de- 
mands—service, and one way or 
another, he gets it. If he pays 
for it, he will appreciate it and 
use it for its true value. 


AA Book Tells All 


Just recently, ADVERTISING AGE 
issued to agency people a booklet 
entitled ‘Advertising Agency 
Functions and Compensations.” I 
do not blame ADVERTISING AGE for 
selling this booklet. I read it and 
then made everyone in my office 
read it. The sad part of the pic- 
ture is that agency men had to 
buy a book to tell them what to 
do; whether, and if so, whom to 
charge for it. | 

It’s up to us now to establish | 
a “Standards of Policy” to govern 
functions and compensations of an | 
advertising agency. If we don’t, | 
| some of us are going broke and) 
others will be considered chiselers | 
‘and highbinders. Neither situa- 
tion lends toward professional re- 
spect. 


I operate a small agency and|f 


know that these are real prob- 
lems. I’ve read every book I can 
find and have mentally written a | 
thousand to cure the situations. 


Should Charge for Service 


It seems to me that as long as} 
we represent a client and furnish | 
him advice, we force ourselves 
into a _ professional status. As 
such, we should charge for this 
service—and to the client. Any 
profits we make from production 
and media are legitimate trade 
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functions and should not be evn- 
fused as compensation for othe 
functions. 

The professional status should 
be recognized by an organizat on 
to be composed of top-notch ad- 
vertising men representing both 
the agencies and the client adver- 
tisers. This group would be an 
advertising agency authority 
Their job would be to formulate 
standard procedure or functions 
for which an agency might charge 
such fees as it saw fit. Any agency 
following this code would receive 
the stamp of approval of 
authority. 

In this way, the client would 
know what to expect, what he 
was to be required to pay for, and 
would place a value on these 
services. 

Agencies could charge and be 
compensated properly for the 
functions they render, and be 
limited only by the quality and 
quantity of these extra activities, 
both factors to be agreed upon 
between client and agent. 

In this way, the relationship 
between client and agency would 
not hit the boiling point in the 
trade publications, as it is now 
doing in ADVERTISING AGE. 


the 
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F-F-G Gets Orders 


"We estimate that our ad in Fur-Fish-Game sold approxi 
mately 1,000 pairs of trappers’ rubber gloves to date. Your 
magazine gets around, for we have had orders from Nova 
Scotia to Columbia and California to New York."" W. M. Gres:- 
sard, Kent, Ohio. 


Put Fur-Fish-Game on your schedule. Its 100,000 sportsmer 
readers make a splendid testing medium. And the space cos! 


is modest. 
The A. R. Harding Publishing Co. 175 E. Long St.,Columbus 15 © 
Chicago Pasadena ew York 
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» Con. . 

ot. | McGill Defends 

7 * s 7 

nous | ‘Voice of America 
Zation . 
n «| on Town Meeting 

both New York — Asserting that one 
adver. soap company spends $30,000,000 
be anf} annually, mostly for radio adver- 
tly. tising, Ralph McGill, editor of the 
nul ‘lef Atlanta Constitution, said there 
ictions # chould be no objection to this 
charge § country’s spending as much for 
seicy # on information program to give 
eceive # other peoples the facts of life in 
f the § the United States. 

Mr. McGill made the statement 
would § in a speech prepared for delivery 
lat he # over ABC’s “America’s Town 
r, and § Meeting,” which posed the ques- 

these J tion: “Should we continue the 
‘Voice of America’ broadcasts?” 
nd be The Atlanta newspaperman 
r the § said a continuation of the State 
nd be § pepartment service, which is 
‘y and § threatened by the House ap- 
ivities, # >ropriations committee’s economy 
| upon § drive, is necessary to give Europe 
| and South America a true picture 
lonship § of America. 
would Sen. Carl Hatch (D., N. M.), 
in the § member of the Senate foreign re- 
'S NOW @ lations committee, also praised 
the work of the State Department 
——— 8 Office of International Informa- 
tion and Cultural Affairs as “a 
weapon in the battle of ide- 
We ologies.”’ 
— 
2 ooaeees ‘Voice is Ridiculous’ 


The case for the negative was 
upheld by Rep. John Taber (R., 
N. Y.), chairman of the House ap- 
propriations committee, who char- 
acterized “Voice of America” 
broadcasts as “perfectly ridiculous 
and pusillanimous.” 

Equally vehement 


in his op- 


N position to the State Department 
DAY program was Frank C. Waldrop, 
LY jy, § executive assistant to the pub- 
“B lisher of the Washington Times- 
Herald, who, in a script prepared 

for delivery, said: “America is too 

— big, too various, too contradictory 


for any one group of politicians 
to put it on the radio. We move in 
too many directions at one time. 

“Just when these bureaucratic 
Bob Hopes have explained us one 
way, we jump another. If you 
are in any doubt about that, ask 
Mr. Secretary Benton to untangle 
his boys’ performance on Henry 
Wallace for you.” 


Model Agency Moves 


Kathleen Peck Models Agency, 
Seattle, has moved to larger quar- 
ters at 503 Fischer Studio build- 
ing. Offices in several other north- 
west cities are expected to be 
opened in the near future. 


Rolling Mill Elects 3 


Newly elected vice-presidents of 
American Rolling Mill Company, 
Middletown, O., include J. A. 
Ingwersen, in charge of distribu- 
tion; C. H. Murray, in charge of 
personnel and public. relations, 
and H. H. Tullis, who was also 
named controller. 


McCann Boosts Monteiro 
D. A. Monteiro, manager of 


= MeCann - Erickson’s Sao Paulo, 
te Brazil, office, has been appointed 
Vice-president of the McCann- 
Meee @ Erickson Corporation of Brazil. 
{ - 
| ELOOK IT UP in 
the MARKET DATA BOOK! 
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Two Name Loudon 


| Henry A. Loudon, Advertising, 
| Boston and New York, has been 
| named to handle the advertising 
!of Delano, Inc., Boston, exclusive 

men’s and women’s furnishings, 
fe Bridgeport Fabrics, Inc., 
} 


Dailies Have 29 
Days’ Newsprint 


NEw YorK — Daily newspapers 
had 29 days’ supply of newsprint 
at the end of April, the American 
Newspaper Publishers’ Associa- 
tion reported last week. The sup- 
ply was one day less than in 1946, 

14 days less than in 1945, and six 

¥ eS ? days less than 1941. 
‘Globe’ Presents Movie The report showed the normal 
The Boston Globe is showing a|curve. Although stock: rs lower, 
— “The Boston Market,”|the newspapers reporting showed 
pets to - oie catia — area | marked increases in tonnage used, 
| COM SAEED | clues 8D OWDS|/up to 297,461 tons during April. 
| with Rice ee pe Pag rage ni This represented an increase of 
¢ ‘ 14.9% over April, 1946, and 16% 


lit Boston. 
politan Boston over 1941—the base year for cal- 


Names Fey A.M culating newsprint consumption 

Fred F. Fey has been named under WPB. ; ig 
advertising manager of the Jef- ANPA estimates that the total! 
fersonian, Cambridge, O., suc- 
ceeding L. H. Merrick, who is 
retiring. 


Bridgeport, Conn., manufacturer 
|of upholstery fabrics, woven web- 
| bing, Inner Seal weathe. stripping, 
etc. 
| 


U. S. was 407,481 tons for April, 
and that during the first four 


newsprint consumption for the | 
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|months of 1947 usage was 1,541,- 


067 tons—an increase of 15.9% 
over the first four months of 1946. 


Okay Canadian Agencies 


Directors uf the Canadian Daily 
Newspapers Association have ex- 
tended recognition to three addi- 
tional agencies. They are Ellis 
Advertising of Canada and Wm. 
R. Orr Company, both of Toronto, 
and McGuire Advertising Com- 
pany, Windsor, Ont. 


Joins Lang, Fisher 

W. S. Reed, formerly assistant 
advertising manager, Warner & 
Swasey Company, Cleveland, has 


CORONET 


joined the copy staff of Lang, 
| Fisher & Stashower, Cleveland 
agency. 


GIBBONS KNOWS CANADA 
J.J. GIBBONS LTD. 


200 BAY STREET. - TORONTO 


WINNIPEG, REGINA, CALGARY, 


ADVERTISING MERCHANDISING 


TORONTO, 


MONTREAL, EDMONTON, VANCOUVE® 


YOU HAVE HEARD that all your life and probably be- 
lieve it. We don’t know any elephants personally but we 
asked a man who does. He is Richard Shipley, Superin- 
tendent of Elephants for Ringling Brothers, Barnum 
and Bailey Circus. Mr. Shipley told us elephants have 
a marvelous memory and are very intelligent but they 
do forget even to the point of forgetting their routines. 
Frank Buck, who also knows his elephants, agrees with 
Mr. Shipley. Elephants do forget. 


But just as we believe a lot of nonsense about ele- 
phants, so we believe a lot of nonsense about newspa- 
pers. Just as we ascribe miraculous powers of memory 
to this big animal, we ascribe equally miraculous pow- 
ers of selectivity to small newspapers that compete with 
large newspapers in the same city. There is a wide- 
spread but totally unfounded belief that, because a news- 
paper is not large, it manages to select its readers from 
the wealthy, most intelligent, best educated, liberal 
spenders. And there is an equally unfounded corollary 
that big newspapers never reach the rich, the spenders, 
the desirable. 


The truth may be stated simply. Big newspapers and 
small newspapers reach all classes of people. The only 
essential difference is that big papers reach more rich 
people, more poor people, more in-between people than 
do the smaller papers. Through the usual economies of 


large production, the big papers cost less per reader and 
less per prospect. The big newspaper with its wide dis- 
tribution, has enough readers to do an effective job in 
every neighborhood and get goods stocked by dealers 
who are rarely aware of advertising in the smalle: 
papers. 


But there are more small newspapers than big ones. 
They must sell their space. So there are more space 
salesmen repeating the same old “mass and class” myths. 


The New York Mirror is one of the few really big 
newspapers in the world. Its daily circulation is more 
than 1,000,000. Its Sunday circulation is more than 
2,160,000. In the entire history of American newspaper 
publishing, only two other dailies and one other Sunday 
newspaper have ever achieved such figures. Its very size 
and power make it the target of mythical, unfounded 
sales attacks. 

But the advertiser who is swayed by this type of non- 
sense suffers equally in lost opportunity and enfeebled 
advertising. It is time to face the facts. 


NEW YORK MIRRCR 
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Indignation Rouser 
Wants ‘Parasites’ Stopped 
To the Editor: 
my practice to 
varied subjects 
bitrary position 


relative to some | 


: 


the 
and 


loss in 
more 


justices, 
property, 


production, 


mon sense? Why are these ele- 


“tbe Ader user, 


This department is a reader’s forum. Letters ‘are welcome. 


important— | 

It has not been | the loss of personal liberty. What | 
write letters on! does it take to arouse a righteous | 
nor take an ar-| indignation and a return to com-| 


controversial issue, but I am com-| ments permitted in this great land 


pelled to register my instant and | 
emphatic stand against the pro-| 


unionize our profession. 

The blatant effrontery of union- 
ism, the completely un-American 
principles which organizations 
such 
foster, the enslavement of mil- 
lions led as sheep at their leaders’ 


bidding and the shackles now im- | 


posed on management and worker 


as the CIO and the AFL| 


of ours? 


ee oes 


£ ee z He 


,;at work and the resultant in- | of our good and bad points. 


Puitie A. BAUMAN, 


Art Director, R. J. Potts- 
Calkins & Holden, Kansas 
City, Mo. 


rk 


Ford Disappoints Him 
To the Editor: Chronologically 


We owe our very existence to | the Ford advertising campaign is 
posal by the Advertising Guild to | those fundamental American prin- | 


| ciples under which business has 


always operated and_ prospered. 
Surely no one would deny we 
owe that same business our alle- 
giance and friendship. 

Think!! It can happen to us if 
we don’t stop them now! 


bawled up. 
Perhaps the baby is holding the 
key to the diaper man’s truck and 


delaying diaper delivery! “Come,” | 


said Alice, “and Ill show you 
why the Ford’s out front.” (Head- 
line latest ad.) 

Now then, shouldn’t this have 


You will forgive me this personal | appeared before the baby? 


reference I hope, to tell you I 


Back in ’29 Buick didn’t drag 


alike, are soon to be. our lot if| have spent 25 profitable years in}a baby into their art or copy. 


these parasites are given their | 


all phases of advertising 


art, | They just presented the bulge and 
way. All of us have seen unions| which gives me an appreciation! left the rest to our fertile imag- 


_ Alice led him to a 


known as 


4 


Trans-Adhesives 


\ 1S 
exclusively 


by | 


anbs-eustl 


~ 


22 


EAST 


SUPERIOR 


ILLINOIS 


E2293 


Ever wish for etch proofs that 


were transparent and adhesive?... 
the kind you can see through... 
mount over layouts, photos, art, 


without disturbing values... 


onsen-Chica go 


STREET 


inations. 
Disappointed in the Alice ad. 
It should have continued, “and 


leading him gently by the hand, 
sylvan glen 
there initiating him into the mys- 
tery of the birds and the bees.” 
Selah! 


Now, there may be another 
Ford in the future! 
Eric HOWLETT, 


Advertising Specialties, Hunt- 
ington, N. Y. 


, i, we 
ICS Spent More 
| To the Editor: On Page 47 of 
| the April 28 issue of ADVERTISING 
|zine advertising 
| $196,139. 
| The correct amount is $252,000. 


are given 


| This represents a steadily increas- | 


ing expenditure each year since 
1943, and I thought you might 
like to know about it for the ac- 
curacy of the record. 

PAUL V. BARRETT, 
Director, Advertising and 
Prospect Service, Interna- 
tional Correspondence 
Schools, Scranton, Pa. 

[Editor’s Note: The magazine 
expenditures shown for ICS are 
those discovered by Publishers’ 
Information Bureau in the maga- 
zines which are measured by that 
bureau. Not all magazines are 
measured, although the list in- 
cludes most of the large ones, so 
that the discrepancy in the figures 
undoubtedly is due to the fact 
that ICS’ magazine list includes 
publications which are not in- 
cluded in the measurement. We 
are delighted to print the actual 
figures, and shall be glad to show 
similar figures for any company 
which cares to supply them. 

This offer also applies to the 
newspaper figures, which cover 
only about one-fifth of the coun- 
try’s dailies, but include the 
larger papers. | 

> > 


Adman’‘s Own Medium 


Lands a Place to Live 

To the Editor: When an ad- 
vertising man uses his own me- 
dium to get himself an apartment, 
that’s worthy of comment. You 
recently have carried photographs 
of the gal on the West Coast who 
used a billboard and finally got 


an apartment because a man in| 


Milwaukee saw a photograph of 


the stunt and got in touch with | 


an apartment-owning uncle in 
L.A. Here’s a more subtle way 
of doing it—and one which got 
results the very next day. 

Marty Welch of our organiza- 
tion was about to get married. He 
has been handling orders for mail- 
ing lists and direct mail cam- 
paigns for a long time. So, he 
buys himself a list of apartment 


AcE, ICS expenditures for maga- | 
i as | 
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house managers and owners jy 
Detroit. Then he arranges to have 
a letter sent to 200 of them—, 
individually -typed letter py 
through on Polk’s battery of aut»- 
matic typewriters. To top the dea) 
off he enclosed a photograph 4{ 
himself and his fiancee—and he 
didn’t neglect to enclose a one- 
cent reply card which the apart- 
ment house owner could retury 
and thus arrange an interview. 

It goes without saying that 
nearly everyone Marty talked to 
in Detroit was very discouraging 
about his ability to find an apart- 
ment. 

Anyway, the day after the let- 
ters went out Marty had seven 
| calls, and within a matter of hours 
he landed an apartment, at a 
price he wanted to pay. 

Maybe if more advertising men 
were better sold on their own 
|'media they’d solve their housing 
problems too. 

ROBERT G. SILBAR, 

Direct Mail Division, R. L. 

Polk & Co., Detroit. 


v v v 
Eno Singing Commercial! 
Offered to Listeners 
To the Editor: Enclosed is the 
Eno singing commercial in sheet- 
/music form. “Eno Sunshine’’ is 
offered free over the radio sta- 


tions which advertise Eno effer- 
vescent salt. This music is also 


being drug 


distributed free by 
| stores in these immediate listening 
| areas. 


| 


We thought you would like to 
|reproduce the cover to show a 
|'catchy singing commercial put up 
and offered consumers in regula! 
sheet-music form. 
A. A. STARIN, 
Advertising Manager, J. C. 
Eno, Inc., Bloomfield, N. J. 


Adds Data on Listener 


‘Poll in Des Moines 
| To the Editor: We read the 
_article on Page 42 of ApDvVERTISING 


Sead $2.00 


HAROLD M. LAMBERT | 
cata.oc Zo. 5 
| 


OF STOCK PHOTOGRAPHS 


82 PAGES e SPIRAL BOUND 
1,262 NEW PICTURES 
HEAVY DUTY COVER 
BEAUTIFULLY PRINTED 

ALL PICTURES CLASSIFIED 
COMPLETELY INDEXED 


Guaranteed to de a bang-up job for you — or your money refunded 


HAROLD M. LAMBERT STUDIOS 


2801 CHELTENHAM AVENUE e 


Now Ready For Distribution 


ete) 
$2 PER COPY 


LIMITED EDITION 


PHILADELPHIA 19, PA. 
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Ace of May 12 with more than 
passing interest. It makes me 
wonder whether or not you had at 
hand the complete report pub- 
lished by the Des Moines Tribune 
April 7 through April 12. I en- 
close a reprint of the complete 
eport which is made from orig- 
nal page mats that were obtained 
lirectly from the Des Moines | 
rribune itself. 

I applaud the efforts of the per- 
son who submitted the material 
on which your article was based, 
but deplore his use of fun house 
mirrors to distort the facts. 

I ask you to study the complete 
report and make your own de- 
ductions. 

Woopy Woops, 

WHO, Central Broadcasting 

Company, Des Moines. 

P.S. Re statistics and research: 
Total response to the poll was 
3,500. Of these, 1,900 came from 
outside Des Moines (approxi-| 
mately 30-mile radius) and only 
1,600 from Des Moines proper. On 
the basis of “outside” response, 
WHO local and NBC programs 
are even more dominant. From 
the geography standpoint, re- 
sponse represents only 10 to 12 
of Iowa’s 99 counties with only 
6% of Iowa’s population living 
within the area. 


~~ Be 


Tosses Superlatives 
Into Consumers’ Laps 


To the Editor: After reading 
the Creative Man’s criticism of 
coined verbiage in advertising in 
which Luminess apparently left 


If it pleases 


Sy; ‘Your taste...its 


If you're bewildered about claims for 
beer quality ... remember this... no 
man's palate was ever thrilled by a 
survey . .. it's taste that tells the story! 

“The Best Beer in the World” is that 
beer that tastes best to you. 

Thousands of real beer lovers tell us 
that TROPHY pleases their taste better 
than any other brand they've tried . . . 
we think you'll experience the same 
thrill when you try TROPHY. Do it to- 
day and convince yourself forevermore. 


SIRE BROS BREWING COMPANY 
CHICAGO 14, TLLINOIS 


MURDER 4° MIDNIGHT - 


~ WON b> 


such a bad taste in his mouth, we 
thought some of the attached 
Trophy beer ads, which we feel 
are debunking this type of adver- 
tising, would help wash down the 
unpleasant taste. 


FRANK L. ENGEL JR., 
Engel Advertising, Inc., Chi- 
cago. 
v v v 


Says Fair Trade Idea 
Must Be Sold to Public 


To the Editor: Please accept 
my compliments on that editorial 
on Fair Trade in your May 5 
ssue. It was timely and to the 
point, and I hope a lot of manu- 
facturers read it carefully. 

We have been pounding this 

ne idea for some time, empha- 

ing the obvious fact that until 
public is sold on Fair Trade 
islation the whole idea of Fair 
ide is vulnerable. 
JOHN W. McPHERRIN, 
imerican Druggist, New York 


> 


‘Household’ Has Share 
in Small Town Market 


lo the Editor: I sent the man- 
‘rr of our puffery department 
to Stroudsburg, Pa., to take in 

Pathfinder shindig. He made 
tlowing report of the affair and 


suggested an orchid to Pathfinder 
for the wonderful job they are 
doing putting the spotlight on 
small-town America. 

You, of course, 
there are *thousands of Strouds- 
burgs in the U. S. and that House- 
hold has more than 2,000,000 cir- 


realize that 


culation in such small cities and | 


towns—supported largely by small 
industries and farm cash income. 
For instance, the Wall Street Jour- 
nal of April 30 said: 

“Prosperous Farmers—their 


buying binge going on as city 
folks resist prices. Men pay cash 
for Chryslers, wives buy $89 


dresses as farm income holds high. 
His (the farmer’s) savings are 
stockpiled in rural banks from 


| coast to coast.” 


Anyone who knows small-town 
America knows that the farm 
cash income quickly finds its way 
into a small town and that the 
money circulates at a_ terrific 
velocity in and out of the drug 
stores, and auto show rooms, the 
hardware’ stores, the grocery 
stores, the movie theaters, the 


jewelry stores, and so 
around the public square. 

Household, with its 2,000,000 
circulation, is today at an all- 
time peak in advertising—a gain 
of almost 25% for the first six 
months of this year. The editorial 
department of Household tells us 
that they sold 26,129 new house 
plans last year, at 25 cents each; 
and received 648,106 letters from 
subscribers. They tell us they sold 
174,839 patterns and needlework 
designs, and that they sent out 
420,637 beauty leaflets last year. 

Our puffery manager says this 
editorial readership is the reason 
Household advertisers are getting 
such amazing results. And who 
am I to question such a conclu- 
sion? 


on right 


M. L. CROWTHER, 
Household, New York. 


‘Reddy’ Gives Rules 


for Safe Kite Flying 


To the Editor: Your “Ad-lib- 
bing” item on “Kites Away”—in 
a recent ADVERTISING AGE brings 


forth the enclosed poster. This 
promotion is sent in large quanti- 
ties, nationwide, by Reddy Kilo- 
watt Service, 50 Church St., New 
York, to all its public utility 
clients. Lithographed and shipped 
by our organization. 
Jack M. DoytLe, 
Sales & Advertising Manager, 
Fetter Printing Company, 
Louisville. 
[Editor’s Note: In 
color poster mentioned in Mr. 
Doyle’s letter, the electrical in- 
dustry’s trade character, Reddy 
Kilowatt, advises: “Fly kites 
away from electric wires; do use 
dry cotton string; don’t climb 
poles to recover kites; don’t use 
metal or wire on kites.’’] 


the two- 


59 


The management man's \vv: 
preferred source of daily i 
business news in the nation’s 
greatest industrial area 

— the Central West. 


ft 


Chicago Bournal 


of Commerce — 


Your advertising to a 


most profitable field through 
the most profitable medium 
will produce the best results 


GEORGE T. 


gHicage 
nerende _ 


“ec SS OU ERSHIP 


HOPEWELL, EASTERN REPRESENTATIVE + 101 PARK AVENUE. NEW YORK 


In Chicago, both Smith & Smythe have box seats these days— 
But Only Outdoor Advertising reaches them both 


Chicago . . 


. the Giant 


Varket of the Middlewest, 


largest rail center in the world, air center of the United 


States 


. meat packer of the nation! Wealth flows into 


Chicago from the rich agricultural areas to the West. 
from the flaming blast furnaces of Gary to the South, 


from every 


more in surrounding areas. 
sales in Chicago top 3! 


busy 
3.500.000 consumers in Chicago proper, 


on the Great Lakes. With 
1.000.000 
it’s no wonder that retail 


» billion annually! 


port 


Today's Wealth is Homogenized ... 


Today's wealth is spread throughout 90% 


ulation. 


well Street. 


of the pop 


In Chicago, it’s spread from the swanky North 
Shore suburbs to Bronzeville 
“*bhack-of-the-yards”’ 


from the Gold Coast to 
“Boul Mich” to Max 


from the 


To sell this new re-distributed wealth . . 


to reach all the diverse groups that make up Chicago 


use ( Jutdoor 


GENERAL OUTDOOR ADVERTISING 


Advertising. 


Outdoor Advertising tells 


your product-message to the stockbroker on LaSalle 


Street... 
the stockyards. Outdoor 
plete Chicago Market. 
gives you such extensive coverage 


IS YOUR MAJOR MEDIUM 


IN 55 


. the bus driver on the Drive. . 


. the worker in 


{dvertising blankets the com- 
No other advertising medium 
at so little 


$$ — = 


t' 
cost. 


MAJOR MARKETS 
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new cars in comparison with 
prices asked by individuals or 
used car lots.” 

Secondly, he advised dealers to 
maintain “a continual check on 
‘their waiting order lists to be 
certain customers intend keeping 
vehicles for their own use.” 

The increasing number of new 


Plans Sun Lotion Drive 


Colgate - Palmolive - Peet Com- 
pany Ltd., Toronto, will launch 
a campaign for Sunbrella sun tan 
lotion in French and English na- 
tional magazines, as well as in 
daily newspapers throughout the 
summer months. 


Advertise New 
Car Prices Now, 
Dealers Are Urged 


WASHINGTON—The National As- 
sociation of Automobile dealers 
urged its members last week to 
strike back at “used car lots” 


which ate offering cars “writh very | automobiles and low mileage cars 
. herd “| offered for immediate delivery at 


SIGNS OF LONG LIFE” 


low mileage” at “exorbitant|,. ; : : 
Per high prices “is a growing menace 
FOR QUANTITY BUYERS ig — — to the public and to new car deal- 
THE ARTKRAFT* SIGN CO. I _ 5 ers,” Mr. Moran warned. 
Moran, NADA executive vice-| 


Division of 


7M 


Artkroft ing P 
900 Kibby St., Lima, Ohio, U.S.A. 


ot 


Strathmore Boosts Clark 


president, is to begin advertising 
immediately local delivery prices 
for new cars, “to establish in the 


“Trademarks Reg U.S. Pet. OF 


Strathmore Paper Company, 
West Springfield, Mass., has ap- 
pointed Robert B. Clark Jr. as 
manager of advertising and sales 
| promotion. The company also has 
|combined the advertising, sales 
promotion and public relations de- 
partments. Mr. Clark, with the 
company since 1929, has been ad- 
vertising manager of Strathmore 
and the Old Colony Envelope 
Company of Westfield since his 
release from the Army in 1946. 


the WME Advertising Quiz et 


HOW DO YOU RATE AS AN ADVERTISING EXPERT? 
HERE’S A WAY TO TEST YOUR KNOWLEDGE. 


(Answers below, upside down) 


public mind the true prices for 


“HAR 9515 « DEL5560 


se ARRGW -s 


CHICAGO is ; 


414 SO. STATE STREET 612 NO. MICHIGAN AVE 


l ° Two of these five statements are among Pepsi-Cola’s major 
reasons for advertising in TIME: 
> 7 ‘ ¢ . q - 5 
. * € as / g « . © « . . 
A. Time-readers, 80% college-educated, have a sense of 
humor, should like their cartoon advertisements. 
B. Tariffs, sugar quotas, food and drug laws, all affect Pepsi- 
Cola’s sales. Time has a larger readership than any magazine 
among Washington officials most important to U.S. business. |_| 
C. Time-readers have flown 3,517,500,000 miles, watch the 
skies, read skywriting. 
D. Time-reading families are influential, give frequent parties; 
people tend to follow their example, serve what they serve. 
E. Pepsi-Cola is promoting its ‘‘Hits-the-Spot Symphony” 
contest among college music students. 


I. 


The Cast Iron Pipe Research Association lists among its most 
important reasons for advertising in TIME two of the following : 


A. To tell 1,365,000 Time-reading men and 1,251,000 women 
who belong to clubs, civic groups and community associa- 
tions how cast-iron pipe keeps taxes down. 


B. To start a vogue among articulate Time-readers for the 


expression, “It’s a cast-iron pipe cinch.” a 
C. To get advance orders from the 409,500 Time-reading 
families who say they are going to buy or build a new home 
as soon as conditions permit. Rial 


D. To do a major job of soldering its dealer relationships 
with master plumbers. = 


E. To reach 85,500 Time-readers in municipal and govern- 
ment positions. 


Among the groups which Stokely-Van Camp (leading manu- 
e facturers and distributors of canned goods) most want to reach 
with their advertising in TIME are three of the following: 


A. 1,500,000 Time-reading housewives who spend $5 for 
canned foods for every $4 spent by the average housewife. 

B. 114.000 men in banking and insurance, plus 823,500 other 
men who own stocks and read TIME. 


C. Time-reading families in Philadelphia (to sell more Boston 
baked beans) and Time-reading families in Boston (to sell 
more scrapple). 

D. Farmers. 


E. Leading food stores in 1,100 American communities who 
have found by actual survey that a great number of their best 
customers are TIME-readers. 


You can do one thing with your advertising in many magazines. But you can do many 
things with your advertising in one magazine — because that one magazine has col- 
lected as its audience 3,500,000 people who are many things to any advertiser. 


therets ALWAYS an EXTRA 
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| What Will Happen to Volume in the 
| High-Cost Printing Markets? 


| By G. D. 


The new wage scales now in 
| effect in New York and Chicago 
|make these two centers the high- 
|est cost printing markets in the 
|; world. During negotiations be- 
|tween the Franklin Association 
_and Local No. 16 of the Interna- 
tional Typographical Union last 
'fall, the former issued a booklet 
portraying New /York’s loss of 
| position as the principal printing 
| center a number of years ago, as 
| the result of increasing wage rates 
out of line with the rest of the 
| country. |scaled down somewhat as the re- 

Chicago now holds first position|sult of changes in mechanical 
in printing volume, its great pub-| methods, but is still higher than 
lication printing plants having|any profit this publication has 
been developed, according to the | ever earned. 

Franklin Association story, be-| One big magazine  publishe 
cause of New York’s failure to| whose printing has been done by 
keep its wage rates in line. Now/contract in a metropolitan center 
both New York and Chicago have | is reported to have architects and 
|costs which are higher than all engineers working on a plant of 
other markets, and a New York/|his own to be located in a smaller 
printing trade executive was|city. Several metropolitan print- 
quoted recently as saying that|ers have either established or in- 
printing business is leaving the | tend to locate plants in other 
metropolis at the rate of $5,000,-| parts of the country. 

000 a year. Chicago is also losing Offset printing as a_ substitute 
volume, although plants in both) for letterpress production, espe- 
cities are still operating at near) cially for jobs using flat bed 
capacity. presses, is also being adopted by 

Publishers, advertisers, agencies|many publishers and other users 
and other large printing buyers! of printing service. New and im- 
|have already entered a period of | proved equipment is coming on 
“profitless prosperity,” as high vol-| the market rapidly in this field 
ume business with low profits was Type production for offset, with- 
called back in the ’20s. Have you! out casting slugs, is still in the 
noted the narrow margins of | experimental stage, but may be- 
profit reported by some of the|come a reality fairly soon. 
large magazine publishers re- It looks as if the economics of 
cently? They are looking hard|the printing situation will force 
for ways and means of escaping|a redistribution of printing and 
the terrifically high printing costs| printing facilities to get costs 
which have emerged as the result} more in line with the require- 
of two steep increases in wage} ments of publishers and all other 
rates, with shorter work weeks| users of the printed word. How 
|}and more overtime, put into effect | long it will require for these eco- 
in 1946 and 1947 in New York/|nomic forces to make themselves 
and Chicago. (Much smaller in-| felt is the big question mark. 


Crain Jr. 


creases were negotiated  else- 
where.) In addition they note the 
well-known loss of producti. 
efficiency reflected in lower output 
per man-hour in the graphic arts 
field. 

To show what is happening, the 
publishers of a multi-million cir- 
culation magazine sat down in 
Chicago a few weeks ago to dis- 
cuss with their printer a new con- 
tract which called for an increase 
of $250,000 a year. This was 


munities. Joseph R. Gerber Com- 


Ads Feature Newcomers 
pany, Portland, is the agency. 


Portland General Electric Com- 
pany, Portland, Ore., this year is 
featuring a new consuming cus- 
|tomer in its area in each of the 
|18 1,000-line newspaper ads the 
;}company will run this year in 
| Portland and Salem, Ore., news- 
| papers and in smaller ads in 
dailies and weeklies in other com- 


MacKown Promoted 


Wallace Silversmiths, Walling- 
ford, Conn., has promoted L. A. 
MacKown from sales manager of 
the wholesale division to director 
of advertising, succeeding Foster 
Perry, resigned. 


Fine Printing Plates 
from Kodachromes... 
every time 


When you give your platemaker a Kodachrome to reproduce, sir, 
you are asking him to interpret a transparency. A transparency 
ss difficult to judge. He sees it one way, you another. And too 
often, perhaps, you fail to get just the effect you anticipated. 


Our full color Chromart Print, made from your Kodachrome to 
fit into your artwork, is made photographically and is right. Being 
on paper, your platemaker has a real chance to display his skill, 
matching color-for-color. And it has the full production flexi- 
bilities of other forms of normal copy: It can be dramatically 
displayed, airbrushed for last-minute changes, pasted into com- 
plicated artwork so that but one set of plates need be made of the 
entire page. 


Chromarts are backed by 8 years of making color prints that are 
right for platemaking. Priced from $48 to $115, depending upon 
print size. Write! 


Frank Miller Laboratories 
FORMERLY PHOTOCHROME 
846 N. Fairfax, Hollywood 46 
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ae = Em an |tories and Roland-Bodee Adver- ‘advertising agencies in Europe 
Facsimile Paper erson Guar tees Le Shore Promotes tising Company, New York. Im- | and the United States and before 
S s fj ld Existing 1947 Prices T LE ‘- O s |prints in 24-carat gold or colors | the war had his own organization 
for pring 1e aaa 7 A ag gp e1-£Ze, ndap- n may be stamped on the inside, | Europe. 
' * orporation, New York, has in- . | outside, or si th 
Planned by Bliven formed its distributors throughout Phone Directory — ys oot siges of he COVER THE QUALITY MARKET 
Simaeics Wak. —~Wek oe oo —— er ae ieee _ New York — Tel-Eze, a phone| Tel-Eze retails at $1.50, com- OF CHICAGO 
——~' J but two new newspapers are|teed for the remainder of 1947. |!24¢x made of plastic which snaps| plete with cards for 200 names - 
ina jlanned here to compete with the| Benjamin Abrams, president, an- |" to the telephone and forms a and addresses. Advertising is be- hdl ention 
fe the | strike-ridden dailies managed by|nounced that “although no price} Personal directory of phone num-|ing handled by Harry C. Waters- gverage of 55,000 theatre- 
',.. [| Sherman H. Bowles. In addition | changes are contemplated at this} bers, is being introduced by Le|ton Agency, New York. guute ous iat mies 
“a n to the tabloid Independent, which poms should any rey sap mal re-|Shore Corporation, Long Island ene 2,500,000 annually 
utput : isions 1n price occur the trade i i - i ere ‘ 
ar Sa S Ses Se maazentosd to be rebated for the ag om gg ae gee cage Otto Gets Rand Export * 
C arts ntroduce next month (AA, May |&! in Geyer’s Topics, Modern Sta- re 
5) th ae in Ghankeatin¢ difference between old and such} sioner Office, Office Appliances The export division of Rem- _ send tor Gaatin 
o 5), there will be a facsimile news-_ new prices as may be estab- pone" meets’ Mematan ington Rand, New York, has ap- hha aga: 
8, tne paper. aw lished.” . pointed Robert Otto & Associates, ake, 
n cir- New England Facsimile Cor-| The guarantee covers inventory Tel-Eze holds a set of more! New York, to handle foreign ad- 
m in J} poration has been formed to pub-| purchased between April 15 and| than 200 visible alphabetical in-|vertising of electric shavers. 
D dis- lish a full-time daily. The cor- oe 31. Emerson distribu- — Cee ad 50% a on _— Ash - joined the agency CHICAGO STAGEBILL 
san, poration is a subsidiary of Film| tors are expected to extend the | whic telephone numbers andjas director of art and English | J 
ifass Group, Inc., producer of shows|S@me guarantee of price protec-| names may be written. Available} Copy. Mr. Ash has been he Saat: <4 Seige sx0nne = Senne, 10 
was § for radio, motion pictures and prac to all franchised Emerson | refills will expand the index to 
a a television. Harry Bliven is presi- | ee in their respective terri-| hold more than 600 names. Cards 
anic 1 dent of both companies.. No date | ; are removable for writing names ...we have what it takes...type faces 
7 than has been set for launching the | and numbers. second to none...expert craftsmen... 
L hee paper. Forms Acme Agency The “snap-on phone index” is typography efficiently produced for 
2 Mr. Bliven pointed out that the) Hal Moore has formed the being promoted as “the perfect the letterpress end offset processes. 
‘lishey § Springfield operation will differ) Acme Advertising Agency, with| Premium,” and has already been|] Advertisements ¢ Brochures « Catalogs « Publications 
ne by @ ‘rom facsimile publication else- | offices at 923 S. W. 15th Ave.,| ordered for this purpose by Schen- |} crawroRrD COMPOSITION CO., inc., 161 W. Harrison St., Chicago 5, Phone WEBster 7936 
el where in that his company will! Portland 5, Ore. ley Laboratories, Bristol Labora- 
ts and not be an adjunct of either a reg- 
ant of ular newspaper or a radio station. . 
maller ) He said receivers will be placed in - — 
print- J "omes on a nominal monthly fee 
or in- @ asis, “similar to that used by the 
: telephone company for its serv- . 
et as ceeds Uk cae, eset Blizzard blocks roads and phones— 
,; S -eceivers : ” 
stitute [J Sell, receivers. so we “call up’’ 500 people 
espe- 3 a.m.-10 p.m. Service 
t ¥* Mr. Bliven said programs will 
bed 9 consist, roughly, of 24-to-32-page 
users morning editions transmitted from 
id ™- 9 3 to 5 a.m.; bulletin service till 
ng - 3 p.m.; market reports, business 
j fie d news, comics and amusement 
Pg service till 4 p.m.; bulletin ‘trun 
in the § of wire” service till 9:30 p.m., 
ay be- and late evening news and sports 
. , finals till 10 p.m. Rates for ad- 
MCS Of & vertising have not been set. 
force Receivers will be made avail- 
S anc § .ble throughout western Massa- : 
costs # chusetts. Mr. Bliven asserted. When weather forced cancellation of the De Kalb 
equire- The announcement came as Mr. County (I11.) Home Bureau's annual birthday party on 
| other Putnam, who is chairman of the March 24, 1947, the Home Adviser had no means to notify 
How @ board of Package Machinery Cor- 500 women expected from all over the county...or the 
se eco- poration, went ahead with plans . speakers from Pontiac, 70 miles away. The surprise 
nselves to launch the Independent “about spring blizzard had tied up roads Many lines were 
rk. June 3.” The Springfield papers down, and phone calls limited to “emergencies only. 
managed by Mr. Bowles include At 7:30 asm. the Adviser was permitted an emergency call 
+ Com- ff the News and “morning Union to Prairie Farmer-WLS. At 7:45, we broadcast the facts. 
" be e ' he That noon, only one woman of the 500 came...and the 
cy. now published with  pre-strike ; 7 , ; 
quotas of advertising, and the speakers in Pontiac had received 35 calls from listeners 
eT : Wri FO advis ing them WLS said to stay home. The Home Adviser 
evening Union, Republican and > 
ee Jalen & Meoublicen. which have wrote us I will certainly know where to turn another : 
alling- ; puo , : : — i in ae : ds i Opportunity—to help 
—_ Soo. time in distress. This aid to 500 of our friends in 
L. A. § been dormant since the local AFL De Kalb ¢C uitn * Li * aapvies never has to knock twice 
ager of @ printing trades unions and CIO wt F yg iy ¥: — x07 Ap one : api a at Prairie Farmer-WLS" 
5 ve newspaper guild unit struck eight papa ele sank SOA? Kine yaare Sges esse A 
Foste: months ago. - . - 7 ——_ ss :, en ya Ga 
President, Prairie Farmer 
Leaves Hotel New Yorker and WLS 
Shepard Henkin, publicity di- 
rector of the Hotel New Yorker 
for six years, has resigned, effec- 
tive June 1, to devote full time to 
Shepard Henkin Associates, pub- A » 
lic relations firm, which he has 
pended tor tha gas Sire years fut PEOPLE KNOW WHERE TO TURN 
The public relations firm is main- 
taining offices in Forest Hills, 
Now & boy pie is secured in Where Prairie Farmers ‘ ° 
4 selendl c | Aetna oe People throughout the 236 counties of “Lincoln Land” know 
Gebhart Elected siecileiatiiitai ite they can depend on us for service like this. The same spring 
The American Supply & Ma- blizzard brought 19 stranded wayfarers to spend the night in 
, chinery Manufacturers Associa- . , eS. 
om tion, at its 37th annual conven- our transmitter house —we broadcast for a missing plane and 
1 T le . £ . P ar . e . 
oe ame damanendeat os tease ts gave frequent highway information. 
nm & Sons, Philadelphia, as These people know we are “their folks,” that their problems 
to esident, succeeding Theodore F. : TH: : 
ing Smith, president of Oliver Iron & and interests are always ours. This closeness and understanding 
ill, S'eel Company, Pittsburgh. . : ' ‘ 
omy ~ have created a bond of confidence and belief of immeasurable 
ally value to any advertiser with a worthy product. “Lincoln Land” 
»m- : . ; . 
the folks believe in our advertisers because they believe in us. 
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BURRIDGE D. BUTLER, President 
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What you should know about Se@X 
to sel ‘Washing JVlachines 


Just because some young man may favor old-fashioned 


longies doesn’t make him impervious to the charms of a 
modern Miss! For sex is an ageless male-female afhinity— 
its basic premise hasn’t changed since Eve discovered the 
fig leaf. 

Male and female have always had to reckon with this 
mutual magnetism. And the popular solution today is to 
face it together—for richer or poorer. When that decision is 
made, another family unit of purchasing power shows up 
in the Market Studies. 

Under “Durable Goods” vou'll find that male and female 
are in the market for evervthing from an automatic washer 
to an automobile. And before they separate themselves from 


such sizable sums of money, thev vet togetheron the selection. 


But male and female can share the same roof without shar- 
ing the same brand of tooth paste . . . without drinking the 
same brand of beer. If male and female have been sold on 
two separate brands, it's just as easy to keep both brands on 
hand. 

No matter how you add it up, though, you've still got 
to sell two sexes—males and females. Either together or 
separately. 

\nd who can woo males and females like TH AMERICAN 
MAGAZINE. 

Dollar for dollar, page for page, no other magazine can 


match the multimillion male-female circulation delivered 


by... ° 
Tre American 


SMEgazine 


THE CROWELL-COLLIER PUBLISHING COMPANY, 250 PARK AVENUE, NEW YORK 17, N. Y., PUBLISHERS OF THE AMERICAN MAGAZINE, COLLIER’S, AND WOMAN'S HOME COMPANION 
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PHOTOGRAPHIC REVIEW 


PEPPER PIN-UPS—The country's three prettiest new cover girls (as selected 
by Harry Conover), winners in the Dr. Pepper Co.'s nationwide beauty contest, 
arrive at LaGuardia Field, New York, aboard an American Airlines Flagship. 
The girls, who received this all-expense-paid trip to New York and will model 
for the 1948 Dr. Pepper calendar, are Jeanne Ayrest, Inglewood, Cal.; Mary 
Dorothy Ostmann, Silver Spring, Md., and Carolyn Cason, Waco, Tex. 


Sold by leading Tire 


Dealers everywhere! 


POST-TENS PREMIUM—Post cereals 


RGat SEEOTES chacenehen a». “whewtagilinns oT if ap division of General Foods Corp., New 

. Ste aa : sraaheeemt ME py Pog ey aeg Sy oot Pht yA 9 Ae York, will follow up a successful winter 
‘ a net ad wall Lyn Whieewaths, Have yous dealer enap Yana Peedes iat teeter peas Fa Wend howe promotion of Rogers silverplate with 

Ded TREE Le NE RS IO EOE ; Grape-Nuts Wheat-Meal with a sum- 


mer promotion of three Rogers tea- oe 3 

RESUMES ADS—Lyon, Inc., Detroit, which withheld its national advertising sev. — *hey”® 0 Mh oar A ‘a ae , — , - , | 
peg iy ole gee of bagpecnines Papa 0 A po yp core ee hon comics of 62 newspapers in 59 mar- NIPPER'S BACK—The famous RCA Victor trademark dog is coming out of 
poge § SISOS SUNG Wey GAS SERS, GRE ENO Wi Srer kets will promote the offer, supported retirement and is bein iven an elaborate sendoff by Victor. Some of the 

a newspaper cooperative campaign with major tire dealers. Eight business pa- 4 A , 


by all types of store material. Benton 20,000 in the making for store displays are shown getting their final grooming | 
pers also are on the schedule. & Bowles is the agency. ene, 


neat 
ey, 


TELEVISION ON TOUR—M. Merton, left, regional director of RCA Victor, 


epson ° BACK TO WORK—Here the top staff of the Camden Courier-Post newspapers is shown, all smiles as they prepare to start 
pre tg acto —— ge ag he ype pea ee ge mnt ms publishing after a three and one-half month suspension. Left to right, Walter L. Tushingham, general manager; Harold A. 
their video troupe ot Radio City. The entecee of de Pisce od wagons, loaded Stretch Jr., display; Harold Stretch, publisher; Frank H. Ryan, editor, and James T. Scott, business manager. Missing is 
with 20 staff members, including actresses, directors and technicians and 


Frank Kinsella, advertising director. 


$100,000 worth of equipment, will visit 22 cities in 15 states during the next 
five months. 


AP MEMBERSHIP DRIVE—Studying plans for the Federation for Railway 

P-ogress’ current membership drive and advertising campaign (AA, May 19) 

e Walter Weir of Walter Weir, Inc., New York, newly appointed advertising 

presentative for the federation; William C. MacMillen Jr., Federation presi- 
dent, and Robert R. Young, its chairman. 


READY FOR FINAL AD SCHOOL SESSION—Clyde Bedell, second from right, seated, discusses a point prior to the 
last session of a course in creative advertising he prepared for joint sponsorship by the Washington Post and the Wash- 
ington Adclub (AA, May 19). Others seated (left to right) are Bill Sigmund, Henry J. Kaufman & Associates; Marshall 
Trippe, Washington Post; James Rotto, director of sales promotion, Hecht Co.; and Henry J. Kaufman, agency head and 
president of the Washington club. Standing are Raoul Blumberg of the Post; Henry Voss, sales promotion manager, Lans 


burgh's; Conrad Jacobs, Washington News, and Don Bernard, Post 
ANION 
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Oil Firm Appoints 4 


British-American Oil Company 
Ltd., Montreal, has appointed the 
following executives: B. Marshall, 
sales manager, central division; 
R. W. Cochrane, administrative 
assistant to vice-president in 
charge of sales; D. J. Winter, as- 
sistant general sales manager in 
charge of the central region; A. G. 
Burns, assistant general sales 
manager in the western region. 


COMPARE 
the multi-million mark 
the high quality — 


CORONET 


General Motors 
Plans Campaign 
for New Train 


Detroit — Modern railroading 
will get one of its greatest promo- 
tions when General Motors Cor- 
poration displays its “Train of To- 
morrow” in at least 24 cities dur- 
ing a six-months tour throughout 
the country. 

The train’s primary function is 
to dramatize potential rejuvena- 
tion of rail service to the train- 
riding public, the railroads them- 
selves, and the entire railroad 
equipment industry. 

To publicize the train’s appear- 
ance in various cities, copy, via 
Kudner Agency, is appearing in 
The American Weekly, Collier’s, 
Life, The Saturday Evening Post 
and Time. Newspaper copy will 
appear in 24 cities plus spot radio 
announcements. Various railroads 
probably will place local copy as 
the train appears on their lines. 


GM has announced that it has 


no intention of entering the rail- 


road business, with the exception 
of its already-established Electro- 
Motive division at La Salle, II1., 
where the original concept of the 
exhibition train developed. Elec- 
tro-Motive makes Diesel pas- 
senger, freight and switching loco- 
motives. 

GM’s stake in development of 
trains of the type suggested by 
the “Train of Tomorrow” is ob- 
viously centered in manufacturing 
facilities of its Electro-Motive di- 
vision. However, other GM prod- 
ucts, such as Frigidaire and num- 
erous others, can be used in such 
trains. 


Names VanSant, Dugdale 


The Wm. Montgomery Com- 
pany, Philadelphia, importer and 
roaster of Montco coffee, has ap- 
pointed VanSant, Dugdale & Co., 
Baltimore, effective July 1. News- 
papers, car cards and outdoor post- 
ers in the Philadelphia area are 
on the initial schedule, with other 


media and markets to be added. 


It’s ready for you. now FREE! 
NEWSPAPER DATA BOOK 


of the FALL RIVER HERALD NEWS 


A complete newspaper study made from the outline 


created and developed by N. W. Ayer & Son, Inc. 
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Truman Asks 4:00 Million to Che 


Communi 


Two Are Rescued 
From Under Rv 


Third Found Dead Becton 


in Collapsed 
Building 


Here, for the first time. is a faect- 
filled book that tells everything 


you ought to know 
paper — THE 
HERALD NEWS. 


This new, 55-page book is in- 
dexed for quick reference, gives 
complete details about the history, 
circulation, 


management, 


FALL 


about our news- 


RIVER 


2 and 


tising and editorial make-up of 


THE HERALD NEWS. 


To media and other advertising 


people, this is “must” reading. 


use 


adver- 


And it’s all yours 
your letterhead 
Dept. AA, The Fall River Herald 
News, Fall River, Mass. 


free! Simply 


and write: 


THE FALL RIVER HERALD NEWS 


Branches in Philadelphia, Chicago, Boston, Detroit. Los 


New York 


ingzeles, San 


Represented Nationally by Kelly-Smith Co., Graybar Building 


Francisco and Atlanta. 
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Harold E. Fellows, mgr. of WEEI, Boston, and head of CBS op. 
erations in New England, has been reelected to the board of direc- 
tors of the Boston Better Business Bureau. . . News director Ken 
Miller of KVOO, Tulsa, has been given a citation for bravery by 
the Okeene, Okla., Jaycees following his participation in the annua 
Okeene rattlesnake roundup, during which he captured a 414-fo0' 
diamondback with 13 rattles. . . 

Wilton E. Hall, publisher of the Independent-Tribune and Mail, 
Anderson, S. C., has been appointed by Gov. J. S. Thurmond as a 
member of the state’s research, planning and development board. . 
And another Southern publisher, Harry F. Byrd Jr. of the Daily 
News-Record, Harrisonburg, Va., has announced his candidacy fo: 
the state senate seat being vacated by Sen. Burgess Nelson. . . 

Seymour Ellis, nat’l1 ad mgr. of Philip Morris, is father of a son, 
Leonard Reuben, born May 6 in Boston. . . John S. Hayes, station 
mgr. of WQXR (New York), has added another medal to his al- 
ready heavy collection. A new one—the Order of the British Em- 
pire for his work in 
the “planning, organ- 
ization and execution 
of the Allied Expedi- 
tionary Forces pro- 
gram, which pro- 
vided radio coverage 
for Allied troops on 
the Western Front”— 
was. presented by 
Lord ___Inverchapel, 
British Ambassador, 
on May 9 in Wash- 
ington. Mr. Hayes, 
who served as a lieu- 
tenant colonel in the 
Army as head of the 
Armed Forces Net- 
work, already sports 
the Legion of Merit, 
the Bronze Star and 
the French Croix de 
Guerre. . . 

Joseph B. Milgram, 
ad mgr. of the John 
F. Trommer brewing 
company, is new sec- 
retary and director 
of the Brooklyn Tu- 
berculosis & Health 
Ass’n. George F. 
Trommer, president 
of the company, is chairman of the Brooklyn brewery div. of the 
cancer drive. . . Charles R. Lachman, co-founder and v.p. in charge 
of product control for Revlon Products Corp., was married in April 
at Beverly Hills to Ruth Mabee Wormhoudt. . . 

The presidents or heads of almost every agency in Philadelphia 
were on hand May 14 at a testimonial dinner given by the Poor 
Richard Club for Charlie Blum, who celebrated the 40th annivers- 
ary of his becoming head of his own agency there... 

Dr. Lyndon O. Brown, who won fame in the advertising field as 
a leading exponent of modern market research, was formally in- 
stalled as the twelfth president of Knox College at Galesburg, II1., 
May 12... 

L. C. “Polly” Pelott, Chicago western manager of Penton Pub- 
lishing Company, Cleveland, celebrated last week the completion 
of 35 years’ service with the company... 

W. S. S. Rodgers, chairman of the Texas Company, and a party 
including J. V. Doll, mgr. of Texaco’s nat’l sales division, flew out 
of Fort Worth May 10 wearing 10-gallon “Shady Oak” hats pre- 
sented by Amon Carter, publisher of the Fort Worth Star-Telegram. 
Mr. Rodgers is on a 4,000-mile inspection flight covering Texas Co. 
facilities. . . 

Curtis H. Locke, of the helicopter sales dept. of Bell Aircraft 
Corp., Niagara Falls, N. Y., and Mrs. Locke are parents of a baby 
girl born May 11... 

Arthur C. Nielsen, head of the well known research organization, 
sails May 28 for a business trip that will include visits to 10 foreign 
countries and presentation of one of the papers at the International 
Management Congress in Stockholm in July. He will be accom- 
panied by A. C. Jr., an exec of the company, who helped his father 
establish Nielsen’s British subsidiary in ’39. . . 

His 18 years in radio were celebrated May 20 by Charley Stookey, 
farm editor of KXOK, St. Louis. Charley, who thinks he’s probably 
the only flying farm ed. who pilots his own plane, began his broad- 
casting career with WLS in Chicago... 

A dinner was held in Hartford recently in honor of four employes 
of Veeder-Root, Inc. (counting devices), marking 40 years of service 
with the company. E. Barrie Smith, ad mgr., who has been with 
the company for 51 years, was present to cheer on the youngsters. . . 

“Business Journalism,’ authored by Julien Elfenbein, editorial 
director of the home furnishing group of the Haire Publishing Com- 
pany, is now in its third edition. It is published by Harper & 
Brothers, and sells for $4... 

Myron Monsen Jr., of Monsen-Chicago, well-known Chicago ad- 
vertising typographic house, recently returned with his wife fron 
a month’s vacation trip to California, during which they flew 8,000 
miles in the Monsen family Stinson. . . 

Dr. George W. Coleman, well known Boston ad exec, and one of! 
the leaders in the “truth in advertising” movement, was lauded by 
Mrs. Franklin D. Roosevelt as “having lived for his fellow men,’ 
and having “contributed to the community’s strong sense of political 
responsibility.” The occasion was the 80th birthday of Dr. Cole- 
man and the 40th anniversary of Boston’s famous Ford Hall Forum. 
which Dr. Coleman founded... 

Marshall Hurt, exec of the Bauerlein agency, New Orleans, wil! 
be chairman of the advertising and publicity committee to rais¢ 
funds for the Boy Scouts during the June campaign.. . 
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SKIPPER—Chester D. Kuttner, partner of Kuttner 
& Kuttner, and one of Chicago's numerous agency- 
sailors, pauses for a smoke as he gets his 37-foot 
U. S. One sloop ready for the yacht racing season. 
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R. 5. Wilson Urges 
College Degrees 
in Salesmanship 


(Continued from Page 1) 
sion” in the third annual Parlin 
Memorial Lecture before’ the 
Philadelphia chapter, American 
Marketing Association, here last 
week. 

The late Charles Coolidge Par- 
lin, cited as “the founder of mod- 
ern market research,” created in 
1911 the commercial research de- 
partment of Curtis Publishing 
Company. Walter D. Fuller, presi- 
dent of Curtis, presented Mr. 
Wilson with the Parlin Memorial 
award. 


Urges Complete Standards 


Mr. Wilson suggested (1) that 
“business set up standards for the 
salesmen they employ and retain 
—standards for hiring, training 
and retaining,” and (2) that “one 
or more universities set up a 
major in selling in the college 
of commerce with, at the conclu- 
sion, a degree of Bachelor of Pro- 
fessional Selling, or BPS.” 

Under point No. 1, he cited the 
example of Swift & Co., Chicago, 
which “has invested in excess of 
$1,000,000” in a continuous pro- 
gram for its 2,500 salesmen. 

Mr. Wilson reported findings in 
a study by Market Research Com- 
pany of America in Indianapolis, 

ichita Falls, Tex., American 
Fork, Utah, and Dunbarton, N. H., 
‘to compare the male public’s 
oncept of a salesman with its 
oncept of men in other occupa- 
tions.” 

Each respondent was handed a 
ard listing these seven occupa- 
ions: Physician, salesman selling 
o tire dealers, bookkeeper, law- 
er, life insurance’ salesman, 
worker in automobile factory, de- 
partment store clerk. 


Get 3% of Votes 
On “Standing in community,” 
he three sales occupations got 
pnly 3% of the votes, physician 
pnd lawyer, 94%; on “Which 
yorks hardest,” 


tire and insur- 


EYE’CATCHERS 


IN THE OLD DAYS 


ADVERTISING illustrations cost your 
jad his shirt. Nowadays everything 
S buy costs you your shirt. Payday was 
happy day” but paydays don’t seem to 
here anymore! Seperd resistance gets 
Ttater and greater and that is why we 


ttach — 


OU MUST CATCH THEIR EYE BE- 


ay YOU CAN MAKE THEM BUY — | 


won’t cost you your shirt to use 


CATCHERS to give your ads more | 


You can get top-notch ad photos 
nd pay four times as much for. The 
t is even less than stock photo houses 


4ng on to your shirt and your pennies 
tl you have tried EYE’ CATCHERS. 
h month 100 ad photos to choose your 
int quota from. Only $7.50 per month. 
rite on your letterhead for sample proof 

bok. No obligation. 

E CATCHERS, Inc. 1° 5:,38th Street 
’ - New York 16, M. Y. 


ance salesmen got only 5%, and 
on which “Leads the most moral 
life” these two together had 4%. 
However, on “Most opportunity 
for advancement,” the life insur- 
ance salesman got 21% of votes, 
second only to the lawyer with 
23%. 

And on “Which of these lines 
would you rather have your son 
enter?” physicians and lawyers 
got 83%; tire and life insurance 
salesmen, 8% between them—or 
‘just equal to the combined total 
of votes cast for bookkeeper and 
automobile factory worker.” 

Mr. Wilson defined “the true 
distinguishing mark of a profes- 
sional as the constant aspiring 
towards perfection . .. the pro- 
fessional salesman is a man who 
above all else maintains his own 
self respect, integrity, indepen- 
dence.” 

Of some 200 leading purchasing 
agents who replied to a postcard 
questionnaire handled by R. L. 
Polk & Co. for Mr. Wilson, on why 
they consider certain salesmen 
“best,” more than half of the rea- 


Be 


sons given centered not on product 
or service but “on the man him- 
self’—with such adjectives as 
“dependable, sincere, honest, 
friendly, considerate, intelligent, 
loves his job.” 

The professional salesman to 
resellers (wholesalers and retail- 
ers) must “‘grow his own’ cus- 
tomers,” he explained. This sales- 
man “is constantly on the lookout 
for new, young material . . . which 
he can mold in his own fashion.” 


Business Is Losing Contact 


Such a salesman also must be 
qualified to be the company “as 
far as his customers are con- 
cerned.” 

The so-called consumer move- 
ment, Mr. Wilson said, “is the 
getting together of those who have 
normal human relationships to 
oppose those with whom they do 
not have normal human relation- 
ships. It arises solely because 
business is losing personal contact 


ae 


link between company and cus- 
tomer, stands as a factor of tre- 
mendous importance in this mat- 
ter of human relations.” 

John R. Whitaker, retiring 
chairman of the Philadelphia 
chapter, presided. Wroe Alderson 
is chairman of the board of gov- 
ernors of the Parlin Memorial 
Lecture. 


WIJBC Names Bondurant 
Hale Bondurant, formerly sales 
manager of Station WHO, Des 
Moines, has been appointed man- 
ager of Station WJBC, Blooming- 
ton, Ill., succeeding A. M. Mc- 
Gregor, former part owner of the 
station. Mr. McGregor will de- 
vote full time to management of 
Station KSTT, Davenport, Ia., in 
which he owns a major interest. 


White Heads CFAC 
William T. White, sales man- 
ager of Wieboldt Stores, has been 
elected president of the Chicago 
Federated Advertising Club, ac- 
cording to the mail ballot results 


with the customer. 
“The professional salesman, 
representing as he does the human 


announced at the luncheon meet- 
ing May 22. He and other new 
officers will take over July 1. 
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STANDS FOR Aardly the place for it! A salesman would prob- 


ably get a cool reception there to say the least. Yet 
many concerns have erred in trying to sell without 
definitely establishing the location of their mar- 
keting area...a warning that it doesn’t pay to 
guess at your market. 

The Plain Dealer Market Survey department elimi- 
nates all the guesswork from your marketing pro- 
gram in the Cleveland territory. It tells you where 
the best buying areas for your products are located.. 
and shows you how to build up a sales volume with 
a minimum number of outlets. Merely write or call 
a Plain Dealer representative for an appointment 


to receive this unusual and individualized service. 
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Whiteman Show 
Adds $5,200,000 
to ABC Billings 


New York—Sponsorship for the 
“Paul Whiteman Club,” a full 
‘hour, recorded network show, was 

completed last week when four 
. companies came to terms with the 


income for the entire year was | 


$40,617,130. 

National Biscuit Company, 
through McCann - Erickson, 
R. J. Reynolds Tobacco Company, 


through William Esty & Co., will | 


use the full network of 251 sta- 
tions. The amount of coverage to 
be bought by the other two spon- 
sors—Nestle’s Milk Products, Inc., 
and Wesson Oil & Snowdrift Sales 


and | 


| No, thank you—no whisky or 
wine; 
But a bottle of beer would be 
fine. 
It’s not that I’ve gone on the 
wagon 


Or scorn the carafe and the flagon: 


‘For Men of Distinction’ 


Reprinted with permission from the 
May 24 ‘Saturday Review of Literature’ 


These fellows would die 
If they dribbled their rye 
On anything short of an Ascot tie, 
And they’d think me a bounder 
for fair 
If I entered their circle improp- 
erly dressed 
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Hearst Magazines Names 
Herbert Ad Manager 


Hearst Magazines, New York, 
has appointed John K. Herbert 
general advertising manager and 
assistant to E. H. 
McHugh, genera] 
advertising di- 
rector. 

For several 
years Mr. Her- 


' American Broadcasting Company. |Company—has not been decided| There’s nothing amiss with my 


ABC said the consummation of|upon. Agency for Nestle’s is ticker; 

- the deal for full sponsorship for|Compton Advertising, while Ken- I’ve still got a taste for the 
the across-the-board program) yon & Eckhardt handles Wesson. stuff; 

+ would up its billings by $5,200,- ese | But I had to renounce drinking 
000. In 1946 the network’s gross| Names West V.P. liquor— 

‘ ; R. C. West, formerly general | I wasn’t distinguished enough. 


sales manager of the Canadian Oil 
Companies Ltd., Montreal, has 
been named _ vice-president in 
charge of sales. 


You see, when I look at those 
magazine ads 
Extolling the brands and the 


. “ blends, 

a8 Parker Joins Heiser eats I gape at the pictures of elegant 
ee Parker has joined Stephen lads 

THE LETTER SHOP, Inc. Heiser Photography, Chicago,| Enjoying a glass with their 

131 S. Dearborn St., Chicago 5.1}inois which has moved its offices to 676 friends 
N. St. Clair St. Impeccably dressed for an Easter 

parade 
In the handsomest cutaways ever 

displayed, 


They stand by a mantel of 
Adam design 
Or loll in a Chippendale chair 
While quaffing a delicate goblet 
of wine 
| Or a beaker of mellow old Crut 
69 


(No crease in my trousers, no bert - ep 
polychrome vest). cd u Ps eke ; = . 
They’d say to the host: ‘‘Who in- Ne. 


ing’s Boston of- 
fice, and after 
two years over- 
seas as a Marine 


vited that coot? 
That rotter who ‘drinks in a blue 
serge suit?” 


John K. Herbert officer, he was 
So hand me no highball; I haven’t \ appointed = east- 
the heart ern advertising manager of that 


To drink, till I’ve purchased the | ™#éazine. 


clothes for the part. 

A man who partakes of the vin- 
tage of Hebe 

Must look as impeccably tailored 
as Beebe. 

I’ll wait till I’m dressed like the 
consular set 

And sporting the Legion of Honor 


Pollock Resigns 


Guy E. Pollock has announced 
his resignation as vice-president 
and general sales manager of Mar- 
shall Canning Company, Mar- 
shalltown, Ia., effective June 30, 
to become executive vice-presi- 
dent and general manager of the 


| With a worldly and negligent | 
| air. 


rosette; : 
Then watch me indulge in the re Fg ty Associates, Inc., 
stuff! 
I’ll put on my spats and go down 
to the vats 
And select me a tasty cham- 
pagne; 
But at present, dear friends, I 
refrain: 


I’m just not distinguished enough. 
NORMAN R. JAFFRAY. 


FOR 


THE FINEST POSSIBLE Elect Delacorte 


New YorK—tThirty-five publish- 


REPRODUCTION 
|ers of 60,000,000 comic magazines 
ON YOUR 24 SHEET POSTERS monthly have formed the Associa- 
[a | tion of Comics Magazine Publish- | 
BY SILK SCREEN | 


|ers, with George T. Delacorte Jr., 
/ | president of Dell Publishing Com- 
| pany, as its first president. There 


The association will act as a 
guiding body for editorial stand- 
ards in comics publications, will 
set up a public relations program 
for the industry, and will be a 
clearing house for research and 
statistical data. 


cad ——— 'is no connection between the new 

fo |organization and the National 

me sine ape Ht |Publishers Association, to which 
} ies HOO e whale : * 

fs =i=5=E= SHoooe =i= =i=)= |some of the comics publishers 


\| Liil 


COLOR REPRODUCTION CORP. 


780 NORTH JACKSON STREET | alle 
Ww NSIN 2% Other officers are: Vice-presi- | 
MiWAS re ISCOMS |dent, M. C. Gaines, president, | 

| Educational Comics; and secré- | 


tary - treasurer, 


ge | president, Harvey Publications. 
ne ' | Members of the board of directors 
tae | |are: Robert D. Wheeler, Premium 
ie if | |Service Company; Ned Pines, 
ac ' | Better Publications; A. Moody, | 


| United Feature Comic 
| |\tions; John Goldwater, 
| |Comic Publications; George J. 
| Hecht, Parents’ Institute; Martin | 
Goodman, Timely Comics, and Ed | 
, | Levy, Charlton Publishing Corpo- 
: ; ration. 


Expands Abroad 

|| Less than a week after an- 
/|nouncing the scheduling of 16 
| overseas editions of the Interna- 
* |tional True Story Group (AA, 
| |May 12), Macfadden Publications 
International Corporation, New 
York, reports the scheduling of a 
17th edition. The new edition 
will be a French edition of Mac- 
fadden’s True Detective, with first 
|issue set for September. Macfad- 
den declares this will mark the 
first overseas publication of an 


COLLINS 
MILLER & 
HUTCHINGS 


PHOTO-ENGRAVERS 


zine. 
Industrial Admen Elect 
se? ll tha Milli ae oe eVEers Gerald J. Slade, advertising | 


|manager of Hewitt-Robins, Inc., 
has been elected president of the 
Buffalo chapter of the National 
Industrial Advertisers Associa- 
ition. Other officers elected in- 
clude Kenneth Niblack, vice- 


cwnica @ @ i; 


PLLINOTUS 


tary-treasurer. 


Comics Publishers | Joins Ayer & Gillette 
Form Association: 


Alfred Harvey, | 


president, and John Owen, secre- 


Richard W. Boettiger, former 
public relations officer in the reg- 
ular Army, has joined Ayer & 
Gillette, Charlotte, N. C., agency, 
as public relations consultant and 
account executive. 


‘Names Ludgin Agency 


Robinson 
| Nutrition Research Laboratories, 


hicago, pharmaceutical manu- 


“Isn't it wonderful, dear, WFDF Flint 
advertised these dresses were cut to almost 
nothing.” 


facturer, has placed its advertis- 
ing with Earle Ludgin & Co., Chi- 
cago. 


(NASHVILLE 


(Hub of a 8600,000.000 Market J 


Group; | 
Roger Fawcett, Fawcett Publica- | 
Archie | 


Situated at the heart of the TVA Power 
| System, OVER TWO-THIRDS OF THE 


| HOMES in Middle Tennessee today are 
| electrified, with a 300°, gain in urban and 
| - a 500% gain in rural use of electricity shown 
since 1939. Natural gas, piped into Nash- 
ville the latter part of 1946, already has over 
17,000 residential users, 1,000 of whose 
homes are heated by gas. The Nashville 
Market, one of the best-able-to-buy in the 
entire country, is blanketed by its two great 


newspapers. 


American detective story maga-| 


Nashville City Zone Population. ....266,505 


} 
| Nashville Market Popuiation.......920,843 


Nashville Banner The Nashville Tennesseai 
EVENING MORNING SUNDAY 


NEWSPAPER PRINTING CORPORATION, ACENT 
Be presented. by The Branham, Company 
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House Chief Hits 
‘Profiteering in 
Newsprint Sales 


(Continued from Page 1) 


vice-president of International 
Paper Company, reported that his 
firm is increasing deliveries to 
jobbers by 10% this year “to en- 
able these merchants to relieve 
hardship cases in their terri- 
tories.” 

The possible increase for job- 
bers had been discussed with the 
Senate small business committee 
last month, when committee in- 
vestigators found nearly all of 
the increasing newsprint supply 
going to large newspapers. 


Says Same Tonnage Promised 


Mr. Hurlbut claimed that the 
Clinton company had promised to 
supply paper to the same cus- 
tomers in substantially the same 
tonnage during 1947 as during 
1946. 

Earlier, Francis McIntee, Con- 
solidated Color Press, New York, 
testified that Clinton provided 
paper for the organ of the Interna- 
tional Ladies’ Garment Workers 
only after a direct appeal to In- 
ternational. 

Rep. Brown reminded Mr. Mc- 
Intee that Clinton was still pro- 
viding Consolidated, and others 
of its customers, less paper than 
they had in 1945 and 1946. 

When Mr. Hurlbut insisted, 
‘neither our company nor your 
committee can trace this paper 
to the consumer,” Rep. Brown 
flared: 

“But this committee can recom- 
mend that Congress reimpose the 
whole mess of rationing if the in- 
dustry lacks the business ethics 
to prevent this profiteering. 

“T certainly am opposed to con- 
trols, but if it comes to a show- 
down, I think Congress can en- 
force its orders.” 

The Bowater executive said 
Clinton customers had been forced 
to pay as much as $125 a ton for 
paper. He said his firm tried 
unsuccessfully to convince Clin- 
ton’s president, Jacob Galewitz, 
that “profiteering” was bad for 
the industry. 


Dailies’ Own Mill 
Turns Out First 
Newsprint Supply 


Tacoma, WasH.—Fourteen West 
Coast daily newspapers received 
their first shipments of newsprint 
this month from the West Tacoma 
Newsprint Company, organized 
and jointly owned by the papers. 

Initial production, at the rate 
of 30 tons a day, will be stepped 
up to capacity of 60 tons daily 
when delivery of grinding equip- 
ment is completed. 

Although production is small in 
terms of total requirements of the 
dailies, every ton produced will 

ypplement present deliveries 
rom their established sources of 

yply. This is believed to be the 
rst operating mill jointly owned 
‘by a group of dailies. 
\s a test run, the Tacoma News 
bune, one of the participating 
dailies, printed a complete issue 
May 12 from newsprint produced 
oy the West Tacoma company. 
Quality was declared satisfactory 
nh every way. Although the mill 

maller than many older pro- 
Gucers of newsprint, it has some 
the most modern equipment. It 
is unusual in using no bleach even 
though hemlock, white fir and 
ther pulping species are being 
used exclusively as the ground- 
Wood compenent. 

Jther papers participating in 

venture include seven Cali- 
rnia dailies, the San Francisco 


¢ 


> 
4 


gaa 


Chronicle; Oakland Tribune, Los 
Angeles Times, Sacramento Bee, 
Fresno Bee, Modesto Bee and San 
Diego Union-Tribune; Register- 
Guard, Eugene, Ore.; and five 
other Washington dailies, the Bel- 
lingham Herald, Everett Herald, 
Yakima Herald-Republic, Olympia 
Daily Olympian and Aberdeen 
World. 


Formerly a Book Mill 


Capital of the company is $3,- 
000,000. Papers will receive 
newsprint on an allocation based 
on the proportion of capital each 
subscribed. 

The plant of the West Tacoma 
Newsprint Company was formerly 
used by Everett Pulp and Paper 
Company as a book mill. Con- 
version to newsprint has taken 
eight months. The mill now op- 
erates 24 hours a day, seven days 
a week. It will require approxi- 
mately 1,000,000 feet a month of 
hemlock, spruce and white fir. 
This is being obtained now pri- 
marily by taking hemlock from 
relogged areas. Located at tide- 


I - 
YO 


water, the mill receives logs by 
water, rail and truck. 

Still turning down advertising 
for lack of newsprint, the Tacoma 
News Tribune was cautious in its 
announcement of completion of 
the new mill. 

“Total production of the new 
plant,” the paper said, “will be 
but a tiny morsel to the hungry 
presses, (for the 14 dailies), 
which have been on short rations 
since the start of the late war, 
but the publishers are grateful for 
even one drop in the bucket after 
scraping the bottom for so long. 

“Until the mill comes into full 
production the News Tribune’s 
newsprint situation will remain 
tight. This new source will 
merely supplement the basic sup- 
ply from Powell River Paper 
Company.” 

Frank S. Baker, publisher of 
the News Tribune, is president of 
the West Tacoma Newsprint Com- 
pany. George S. Russell, general 
manager of the News Tribune, is 
vice-president and treasurer. 

The mill will be operated by 


Cellulose Engineers, Inc. News- 
paper-owners will pay the going 
commercial price, $90 a ton. Profits 
—and it is expected there will be 
profits—will be distributed as cash 
dividends on the stock. 


Breaks Whisky Drive 


A new campaign for Golden 
Wedding whisky, made by Joseph 
S. Finch & Co., New York, will 
employ weekly large space inser- 
tions in 250 newspapers in 160 
major markets, plus 24-sheet post- 
ers, car cards and painted bul- 
letins. Several national magazines 
have been added to the present 
list, and all will feature the 
Golden Wedding whisky trade- 
mark of bridal figurines in a bell 
jar. The company’s 1947 news- 
paper campaign marks the first 
use of this medium since 1945. 
McCann - Erickson, New “York, 
handles the account. 


Strang & Prosser Adds 4 
Strang & Prosser, Seattle 
agency, has made four additions 
to its staff. They are: Frank G. 
LeCocq, recently released from 
the armed forces, head of business 


development department; Maurice 
Fitzgerald, production manager; 
Kermit A. Allen, account execu- 
tive, and Roald Lund, radio di- 
rector. 


Gurley Names Wittner 


W. & L. E. Gurley, Troy, N. Y., 
manufacturer of scientific and 
surveying instruments, has named 
Fred Wittner Advertising, New 
York, to handle its advertising. 


SPECIFY 


magazine with a 
multi-million au 


my 
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this trek to slaughter in 1946 comprised more than a 


And so did 275,564 others just like him! Collectively, 


seven-million-dollar share ‘of the billion-dollar sales 


S ted” 


advertisers secure maximum coverage of the South's 


market. By using BOTH Memphis newspapers, 


potential offered advertisers by the Memphis 


largest market area with maximum economy, 


particularly when they take advantage of the 


optional daily combination rate that saves 3c per line. 
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MEMPHIS PRESS-SCIMITAR 
THE COMMERCIAL APPEAL 
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68, 
Six Join AFA ’ . cago Metropolitan Home Builders 
The following organizations have Buyers Resistance Association, which has come to 
joined the Advertising Federation the conclusion that the so-called 
of America: Hudson Coal Com- eh es buyers’ strike in housing is vir- 
pany, Scranton, Pa.; Construction f) i h b { tually at an end. 
Digest, Indianapolis; and these ad- Own 7 X | ! ors Martin C. Huggett, executive 
edgy 9d i arse sioneng <3 eG vice-president of the association, 
pha” owe anise” Compan: @ HOME SNOW SAY resiscnce wes “notceabe! during 
Inez B. Glenn Agency, and George : g 
Knox, Advertising, all in Okla- the past few weeks, and especially 
homa City. More Products so during the show, where the 
: ’ general public was able to learn 
Faster Delivery the reasons (labor and material 
ee ae . costs) for present prices. Many, 
| Super: glo \ ry: » Speed Buying he said, had incorrectly suspected 
Cuicaco —Despite continued | the industry of profiteering. 
2 \ \\ strong prices for’ housing con-| . There will be no distinct reduc- 
BR \\\ DECALS struction, more than 150,000 per-| tion in building prices, Mr. Hug- 
\\\LUMINESCENT tN sons flocked to visit the first post-|8¢tt declared. Over-all home 
Ask ter || CARDY-LUNDMARK CO. |) war Chicagoland Home Show, prices have advanced about 5% 
Somples 1801 BYRON ST. — CHICAGO May 17-26, sponsored by the Chi-| Since Jan. 1, and now show in- 
dications of some slight decrease 
which will bring the Jan. 1, 1948, 
prices to the level of a year prior. 
TYPE _ BALT The public, Mr. Huggett says, ap-| PHILADELPHIA FACSIMILE—When the Philadelphia Inquirer demonstrated its 
BALTO OTYPE dl pears to be surprised at finding postwar facsimile newspaper, May 5-9, one showing was at a luncheon of the 
= - homes available at anything but Poor Richard Club. Those watching included, left to right, John V. L. Hogan, 
a TYPE FOR BEST RESULTS BETTER TYPE FOR BEST : , co-inventor of facsimile transmission; Benjamin F. James, Franklin Printing Com- tro 
BETTE ‘ RESULTS patetgeand high  afiab The fact pany, club president, and Harold S. Le Duc, chairman of the club's luncheon sada 
at homes are available in some committee. 
iets Presents quantity will undoubtedly encour- — ‘ 
« b “ ~ | age building and buying, he said. ’ an 
Corvil | BALTOTYPE | oryin ote =| Four A’s Names Godirey [Now York pus member of es 
us Materials More Plentifu Kenneth Godfrey, recently re-| ance. . qual 
| BETTER TYPE FOR BEST RESULTS ° Among housing materials, bricks|leased from the Army Signal mar’ 
Bo ed lu m and framing lumber are plentiful,|Corps, has joined the executive copir 
Presents ; but millwork is subject to de- saan” kan See will 
No. 23 . No 256 livery delay of at least two weeks, York, as assistant to Herald Beck- oe Di e Fics 
Airport Extra Bold - and in some instances consider- jorden assistant executive secre- tion 
ably longer. tary for media, research and radio ¢ UTTl N G TI 
Our tares'j| Condensed No. 610 Efrem the finest Unquestionably one of the high| production. cam\ 
in the Cory ) e hard foundry spots of the show was the Smith cee tion 
& Hill, Inc., Lockweld Home, Bureau of Advertising “STEEL RULE DIES 11-1 
which is offered in several sec- ‘ Write, wire or phone Wee 
tions in the Chicago area. The Has Housewarming ADVANCE ABA 
ALTOTYPE company erected a complete $10,- The Chicago office of the Bureau | lustr 
B 000 brick home as a feature of | of a gy of — ANPA oc- FINISHING COMPANY Bool 
— ; i cupied new and larger quarters 325 W. OHIO STREET an 
BETTER TYPE FOR 8° A complete series in one folder for Oype for Best ae pectic = gery ergs: in the London Guarantee building _ CHICAGO 10, ILL. | ae 
your convenience. Easily replaced. Results , Ag rr last week and had a housewarm- Delaware 5517-18 , 
Ask your printer for them or write was erected in two days indicates ing May 20 to celebrate the event. - ted 
Present direct. Baltimore Type, Balto. 2, Md. Prego, ts a pray Rie pas its construc-| Executives of the bureau from 7m 
d S, In contrast to other home shows denc 
held recently, there were nu- book 
Garamon | | ty lescrint merous exhibits by home building fg mem 
V, organizations only too happy to - — 
No. 0. 425 make it clear how relatively a : 
simple it is to build a home. Ex- 2a W 
B 4 LT 0 TY P E hibitors showed displays of va- A M AJ 0) R M A W 4 FT Cluk 
A practical a Swing style rious items of home construction num 
for excelle} BETTER TYPE FOR BEST RESULTS | com, .,- including Lumite screens, made publ 
Position of chemicals, and which will not by E VWeaswrement book 
rust, stretch or discolor. The VONY mee 
screens are being made by Lumite - of re 
Presents division of Chicopee Mfg. Corpo- disc 
T Y ration, New York, and constitute | cont 
a war product now available for on s 
BALTIMG R LON ore Cype civilian use. $405 523 000 with 
MARY No. 801 pone Some Delivery Delay / / “a : 
Many of the 125 exhibitors, prod 
especially those depending on aie or a 
steel, admitted that delays in de- ' dem 
liveries might run for several \ Foo shou 
weeks. Harris Steel Cabinet Com- Tota 1946 $1 17,602,0 0 0 will, 
pany, Chicago, said that four to Sa \es this 
12 weeks are necessary for de- M 
livery. Makers of heating units pri 
ask two weeks or more for de- n 
livery. mdse; 7a. .  e eo Le a nee oe tT ee 
Coppes, Inc., Nappanee, Ind., Total Gen. $51, 257, 000 ym. 
|maker of custom wood kitchen 1946 nen 
| cabinets, said that its production Sales oB 
is about 60% to 75% of normal de 
| and that when it reaches full ca- a sti 
| pacity, production will exceed aoe Be ee ee ur 
|prewar output by about 20%. Its Total 05 3 $13 urn 
|shipments now are double those 94 13, 453, 000 han 
|of about three months ago. The sales * ffe 
company further said that while 


CP mr PIO ee 


its dollar volume is more than in| 
its unit volume | 


previous periods, 


me 


is down. Gro POUT a a eee ee 

Makers of steel and wood cab- | Total Seung) $625 379 000 Dp 
inets generally agreed that fine | grtect rive 4946 Z € 2 
wood cabinetry is about compar- come t] 
able in price with the cost of \n All figures Sales Management 1947 Survey of rt 
fine steel cabinetwork. Other Buying Power for 


grades are also held to be about 
the same. 


Appoints Onarheim 


J. I. Onarheim, 
manager, has joined 


employment 
the 


central | 


over 


100,000. 


Worcester County. 


This is the major market completely covered by the 
Worcester Telegram-Gazette with a daily circula- 
tion in excess of 140,000 and Sunday circulation 


oe Pp hy “ station and marine sales depart- The 1 ELEGRAM “GAZETT 3 ” 
* - ment of Allis-Chalmers Mfg. Com- 7 
es we 7 LOIN? ul pany, Milwaukee. He will assist v4 WORCESTER, MASSACH USET 1 Ss id 
i, ic mee | both the product departments and i“ he 
= | the district offices in the promo-| BS GEORGE F BooTn Publisher 2 9) 
as en tion and coordination of sales ac- MOLONEY, REGAN & SCHMITT, INC.., NATIONAL REPRESENTAT O] 

‘ - tivities with utilities and muni- 


cipalities. 
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Retailers Warn 
of Court Action 


vs. Book Clubs 


(Continued from Page 1) 
a $3 book costs a retailer about 
$1.80, and book clubs are able to 
print the book—having first ac- 
quired plates from the publisher 
—for 60 to 70 cents. The commit- 
tee has not received any reaction 
yet from publishers, he told AA. 


Includes Larger Outlets 


The association, according to 
Gilbert Goodkind, secretary, has 
about 1,000 members, representing 
the larger units of the 7,408 book- 
selling outlets in the country. 

In the background of the con- 
troversy lies the original reluc- 
tance of book retailers to accept 
the clubs, the dispute over prices, 
and a_ strong contention § that 
publishers have sacrificed literary 
quality to shoot for the mass club 
market. (For example, 100,000 
copies of a new book probably 
will land it on the best seller list 
—a Book of the Month Club selec- 
tion may sell 400,000 copies.) 

The tip-off on the controversy 
came during the annual conven- 
tion of the association here May 
11-14. As reported by Publishers’ 
Weekly, Mr. Margolies told the 
ABA: “I will give you an il- 
lustration of how much less a 
Book of the Month Club member 
pays for a whole year’s subscrip- 
tion against what we booksellers 
pay for the same books. (He 
listed the 12 selections of 1946, 
book for joining, and seven divi- 
dends.) Published price, $70.25, 
bookseller’s price, $42.15, club 
member price, $34.45.” 


Added Titles Bring Action 


When the Book of the Month 
Club began to offer a_ sizeable 
number of alternates in February, 
publishers were asked to supply 
books from their own stock to 


meet expected demands instead 
of renting their plates. “When we 
discovered this,” Mr. Margolies 


continued, “we made a demand 
on several publishers to supply us 
with the same number of copies 
as supplied to the club and at 
the same price—which is cost of 
production plus 30 cents royalty, 
or about 70 cents a copy. These 
demands are still pending but 
should come up very soon. You 
will, most likely, hear a lot about 
this in the not-too-distant future.” 
Mr. Margolies, earlier this 
spring, aroused considerable com- 
ment in publishing circles when 
he encouraged his employes to be- 
ome Book of the Month Club 
members, then resell their books 
to Brentano’s at a profit. ““‘We de- 
ided to enter all our employes on 
1 straight membership basis, and 
ur discount on the books they 
turn over to us is still 20% better 
than the publishers are willing to 
ffer us.” 


Only ‘Polite Conversation’ 


Mr. Margolies told AA he had | 
trouble with clubs over his | 


mploye subscriptions—only “con- 
ersation, and polite conversation 
t that.” 
There are now 
various kinds and sizes, he re- 
ted. “These clubs can under- 
the bookstores,” he told the 
\BA convention, “only because 
y can offer books at low prices 
le possible by favorable con- 
tracts with publishers, contracts 
! very doubtful legality.” He had 
Previously pointed out that fair 
trade contracts of some book pub- 
ners specifically exempt book 
Ds. 


ng field think there is no likeli- 
hood of serious action. 


59 book clubs, | 


Observers in the book publish- | 


Retailers | 


and publishers are interdependent, 
they point out, but they admit 
that publishers are worried about 
possible loss of revenue. 

A Book of the Month Club 
source pointed out that similar 
reverberations have rocked the 
field from time to time in the past 
18 years. The multiple-selection 
complaint recalls that in 1931 the 
club gave dividends for any book 
reviewed in its club “news,” 
changed in 1937 to dividends for 
a single book each month. 

In general, the club seems dis- 
posed to think that its 900,000 
members (which might represent 
3,000,000 readers, since most sub- 
scriptions are families) provide 
word-of-mouth advertising and 
promotion for a book equal to its 
paid promotion. It is axiomatic 
in the bookselling business that 
retailers double their advance 
orders for a book when the club 
selects it. 

Indicative of the promotion ex- 
penditures in the book field made 
by the clubs, BoM spent $728,332 
in magazines in 1946, $229,793 in 


newspapers, now sponsors “Author 


Meets the Critics’ in radio. 
Doubleday, Doran & Co.’s_ ex- 
penditures (which include four 


clubs) were $2,245,949 in all three 
media, making it the 50th ranking 
national advertiser (AA, May 19). 


Lumber Prices 
Not Too High, 
Company Says 


(Picture on Page 1) 

OmaHA—The Johnson Cashway 
Lumber Company has set out to 
convince the public that while 
prices of lumber and materials 
have gone up, they’re still 
“cheaper than you think.” 

The company is said to be the 
largest today in Nebraska. Its 
president, L. W. Johnson, takes a 
somewhat different . attitude to- 
ward the price situation than do 
many others in the building trade. 
He decided to push the “cheaper 
than you think” story, thereby not 
only doing the building supply in- 


dustry a service but helping keep 
business for his firm and the in- 
dustry in general in Nebraska at 
a good level. 

While some government officials 
and others have cited building 
price increases as the major rea- 
son why construction of new 
homes has not been adequate, the 
Johnson copy cites figures, too, to 
show that while costs have gone 
up a little more than 60% over 
the 1939 level, they are still “40% 
less than the increase in national 
income.” 


Insists Materials Are Cheap 


“Building materials are cheaper 
than you think!” headlines the 
larger-size ad which Johnson ran 
in the Omaha World-Herald. The 
company also is making a mailing 
of the copy to all lumber com- 
panies in Nebraska and western 
Iowa, to all general contractors 
and industrial buyers in the same 
area, and to more than 2,000 
truckers hauling livestock to the 
Omaha market. Johnson special- 
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izes in selling to farmers through 
the trucker pickup system. 

Reader ads throughout the 
World-Herald and spot an. ounce- 
ments on three Omaha radio sta- 
tions also called attention to the 
price message. Further copy is 
expected. 

Bozell & Jacobs handles the ac- 
count. 


you can reach a . | 
market that took more than 
ten years to build . 


becouse > ist ee 


CORONET 


has opened its pages 
to advertising , 


What kind of copy sells the Farm Market? 


¥ 


No. 1 readership study of Farm Publications 
reveals vital facts for sales-minded executives 


This first new study of farm market readership 
proves that farm folks want facts and reasons-why 
instead of generalities in advertising. 


Selected for the first of these scientific studies, The 
Ohio Farmer demonstrates the family-wide reader 
interest in carefully edited farm publications. It 
shows how thoroughly the farm press 
covers all the activities of farm folks. It 


3p. ogee 
————EE i 


PENNA. 


reveals a pattern of reader interest that 
can aid in the preparation of farm 
publication advertising. 


Coupled with established facts about the 


farm families of Zhe Golden Crescent, 


The Ohio Farmer Survey brings a new understand- 
ing of the importance of this vast market. In Ohio, 
as in Michigan and Pennsylvania, farms are close to 
marketing areas, which means shorter hauls for 
cash crops, more money spent in city stores, urban 
tastes and preferences in buying. 


Your product can take a short-cut to well-to-do farm 
families with only three publications, reaching two- 
thirds of these families in the rich Golden Crescent. 
You can test the importance of the farm market at 
minimum expense, through the Michigan Farmer, 
Ohio Farmer and Pennsylvania Farmer. 


May we tell you more? 


Write for your copy of Study Number ! 
THE OHIO FARMER 
Capper-Harman-Slocum, In 
1013 Rockwell, Cleveland 14, Ohio 
Conducted by 
The Advertising Research Foundation 


| The Golden Crescent 


Copyright 1947, Capper-Harman-Slocum, Inc. 


PENNSYLVANIA 
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"Your distribution may be national, but your selling is always LOCAL” 
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Gets Furniture Account 


Houck & Co., Advertising, Ro- 
anoke and Richmond, Va., has 
been named to handle the adver- 
tising of Empire Furniture Com- 
pany, Johnson City, Tenn. Trade 
publications will be used. 


Comprehensive 
coverage of America’ s 
leading retailers in sta- 
tionery and office supplies. 


Ask for rates, sample copy, 
*‘Market’’ booklet. 


e 
250 FIFTH AVENUE 
NEW YORK 1, 
N. Y. 


12 Join ANAN; 
Network Totals 53 


New YorK—Five newspapers 
have signed contracts as _ basic 
members of the American News- 
paper Advertising Network, and 
seven more have joined as asso- 
ciate members in supplementary 
cities, bringing total membership 
(basic and associate newspapers) 
to 53, comprising a weekday cir- 
culation of 13,357,797 and a Sun- 
day circulation of 16,907,359. 

The new basic newspapers are 
the Little Rock Arkansas Demo- 
crat and Fort Worth Star-Tele- 
gram in the network’s southwest 
region; Long Beach Press-Tele- 
gram and Tacoma News Tribune 
in the Pacific region; and St. Paul 
Dispatch and Pioneer Press in the 
central region. These additions 
bring the total basic newspaper 


a ae 


membership to 46, with an aggre- 
gate circulation of 13,024,749 on 
weekdays and 16,713,025 on Sun- 
days. The Fort Worth Star-Tele- 
gram until now has had no news- 
paper representative. 

The new associate members are 
the Camden Courier-Post, Fort 
Wayne Journal-Gazette, Scranton 
Tribune and Scrantonian, Troy 
Record and Times Record, and 
Record-Herald, Wausau, Wis., in 
the network’s central region; Globe 
and News, Amarillo, Tex., and 
Corpus Christi Caller-Times in the 
southwest region. The combined 
circulation of these associate news- 
papers is 333,048 weekday and 
194,334 Sunday. 

The network is divided into six 
geographical regions, enabling .na- 
tional advertisers to buy space in 
any one or more of them and also 
to select ANAN markets within 
each region. Seven advertisers 


have already signed with the net- 
work, including three grocery, 
two drug, one liquor, and one 
cigaret account. 


Ads Announce Price Cuts 


Ebling Brewing Company, 
Bronx, N. Y., placed an ad in 18 
newspapers in the metropolitan 
New York area May 20-25, fea- 
turing an open letter to President 
Truman. The letter was used as 
a means of informing the trade 
and the public that prices on its 
beer and ale products are to be 
cut 10% across the board. Hiram 
Ashe Advertising Associates, New 
York, prepared the ad. 


Names McCann, P.R. 


C. O. Mason & Co., San Juan, 
distributor of Camel cigarets in 
Puerto Rico, has appointed Mc- 
Cann-Erickson’s Puerto Rico of- 
fice to handle advertising. A 15- 
minute twice-weekly radio pro- 
gram will start shortly. 


Now Nashville has natural gas—and industries are using 184.6% more than last year . . 
tremendous gain has created almost a new industry .. 


lines and expand maintenance services . . 


selling the large audience who listen regularly to WSIX. 


WSIX gives you all three; MARKET, COVERAGE, ECONOMY 


9,000 WATTS 
AMERICAN 


MUTUAL 


Represented Nationally by 


THE KATZ AGENCY, 


980 K.C. 


FOR DETAILED 
REFERENCE DATA 


MARKETS {OITION 


INC. 


. Such 


. More workers were needed to lay extra 
. Such new or increased business activity means more 
dollars added to the $800,477,000 buying income of the Nashville retail market. 
more dollars to buy your products. . 


And it means 


. So, get your message to the Nashville market area by 


Advertising Age, May 26, 1947 
DON G. GARDNER . 


CrncinnaTI— Don G. Gardner, 
publisher of Modern Machine 
Shop and other trade publications, 
died at his home 
here May 15. He 
had been under 
treatment recent- 
ly for a nerve 
ailment. 

Mr. Gardner, 
who was 58, was 
president of 
Gardner Publica- 
tions, which he 
and Howard 
Campbell, vice- 
president, organ- 
ized in 1928. He was publisher 
of Modern Machine Shop, Prod- 
ucts Finishing and two Latin 
American export editions of the 
former—Oficina Mecanico Mod- 
erna and El Taller Mecanico 
Moderno. 

Previously, Mr. Gardner held 
advertising positions with the 
State Leader, Cheyenne, Wyo.; Ex- 
press, Denver, and Star Journal, 
Pueblo, Colo. He was southwest- 
ern manager of Iron Age from 
1919 to 1928. Mr. Gardner was 
a member of a number of fra- 


Don G. Gardner 


ternal, business and sports or- 
ganizations here and in _ other 
cities. 

HERMAN MEYERCORD 


Mapison, N. J—Herman A 
Meyercord, 74, president of Her- 
max Corporation, maker of litho- 
graph specialties for bakers, died 
here May 14. 

A Chicagoan, Mr. Meyercord in 


pany, 


the Hermex organization here 10 
years ago. 


JOHN W. POTTER 


Rock IsLanp, ILtt.—John W. 
Potter, editor and co-publisher of 
the Rock Island Argus, died of 
heart disease May 17 at his sum- 
mer home in Minocqua, Wis. 

Mr. Potter, a former president 
of Inland Daily Press Association, 


ily to edit the 65-year-old daily. 
He also was president of Station 
WHBF here. 


PAUL BOOTH 

Ossininc, N. Y.—Paul Lincoln 
Booth, for a number of years 
Printers’ Ink, died May 20 in Os- 
sining Hospital. He was 49. 

Mr. Booth joined the business 
paper in 1929, having previously 


ing Company, Conde Nast Pub- 
lications and the New York Times. 


WILLIAM G. BRYAN 


BuFFALO— William George 
Bryan, 72, advertising manager 0 
the old Buffalo Express for 2 
years and later operator of his 
own advertising business, die 
here May 16. He also had serve 


of the Courier-Express. 


CHARLES PARSONS 
Cuicaco —Charles A. Parsi 


| 53, manager of the Chicago oflicé 
|of Western Newspaper U! 
| died here May 18. Mr. Par 


\served with WNU 34 years. 


anni 


Topps Names Carlson 

Leonard Carlson, forme 
|circulation sales promotion d 
tor of Fawcett Publications, 


been named public relations 
|rector of Topps Chewing G 
Inc., Brooklyn. 


Gets Clock Account 


| The Forestville Clock Comp2ny 
|Toronto, has appointed R. + 
Smith & Son, Toronto, to d 
|its advertising. 


eastern advertising manager om 


1894 founded the Meyercord Com-§ 
maker of decalcomanias.# 
He left the company 30 years ago. 
and had been associated with sim-¥* 
ilar enterprises since. He founded§, 


served with A. W. Shaw Publish-§ 


as assistant advertising managelyy® 


was the third member of his fam-}F Sir 
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Revamped Postal 


Rate Bill Goes 
to House Floor 


WASHINGTON — The postal rate 
bill, which reached the House 
floor last week, was a strange mix- 
ture of what the Post Office De- 
partment suggested—and what the 
committee felt it could safely and 
wisely endorse. 

Some of the most costly pro- 
posals for publishers and direct 
mail advertisers have been elimi- 
nated in committee. Direct mail 
advertisers further benefit from 
the decision to retain the 1 cent 
postcard and create a 4 cent air- 
mail postcard. 

The $100,000,000 proposal has 
been denounced by some who con- 
sider it too small a sum in view 
of an impending $300,000,000 
deficit. On the other hand there 
are those who feel that any in- 
crease would be contrary to the 
President’s appeal for a halt on 
price increases. 


Certain of Economies 


Committee members are con- 
fident that departmental econo- 
mies will contribute toward the 
solution of the deficit situation. 
Their proposal for a congressional 
study to find ways of cutting de- 
partmental expenses preceded the 
rate bill to the House floor. 

Committee chairman Ed Rees 
(R., Kan.), who pushed the rate 
proposals through a reluctant com- 
mittee, considers the bill ‘“‘fair and 
harmful to no one.” 

The most vigorous protest came | 
irom the farm bloc and from mail 
rder houses which fear the in- 
reases in parcel post, money or- 
ler, registry, C.O.D. and insur- 
ance will hit business from rural 


cents, a %-cent increase, but %- 
cent below the Post Office pro- 
posal. This increase may bring 
$3,600,000. 

Circulation departments of na- 
tionally distributed publications 
will figure the potential benefits 
of “additional entry” under the 
new zone rates for advertising 
written by the committee. 

The schedule calls for increases 
of % cent a pound on advertising 
matter delivered within the first 
two zones (150 miles), and 1 cent 
beyond the second zone. 

By shipping express to key dis- 
tribution points to confine mail- 
ings to the first two zones, large 
magazines could conceivably trim 
their postage bill. The increase in 
advertising zone rates is expected 
to yield $4,600,000. 

The committee also fell far 
short of meeting the $60,000,000 
third class deficit. Its proposals, 
retaining the 1-cent-per-piece rate 
for direct mail advertising matter 
shipped under permit, raise only 
$13,500,000 of new revenue. 


Greeting Cards 2 Cents 


In trimming the department’s 
plan for $30,000,000 from third 
class, the committee approved a 2- 
cent rate for greeting cards and 
other single third class items. It 
boosted the pound rate on bulk 
third class from 12 cents to 14 
cents. 

The decision to retain a 1l-cent 
postcard trimmed $20,000,000 from 
the department’s proposals. Com- 


/mittee insistence on 6-cent airmail | 


and a 4-cent airmail postcard 
added an estimated $11,000,000 
which the department had not 
considered. 

The bill expects to raise $5,000,- 
000 from 15-cent special delivery, 
compared with the department’s 
plan for $4,700,000 from a 20-cent 
fee. It seeks $18,000,000 from 
money orders, $1,500,000 from a 3- 
cent increase in postal note fees, 


routes. 
Committee members point to| 
350,000,000 in postal wage in-| 
‘reases, and argue that the gov- 
rnment should not lose money on | 
arcel post, money orders and | 
imilar transactions beneficial to} 
R Single individual. 

The committee’s plan to raise 
40,000,000 from fourth class is 
msiderably above the $25,000,000 
fered by the National Council 
f Business Mail Users, but it is 
elow the $60,000,000 suggested 
y the Post Office. 

Parcel post users have some 
onsolation in the omission from 
he new bill (H. R. 3519) of the 
D wartime excise levy on parcel 


ost, which added $12,000,000 in| 


sts. In all, the new fourth and 
hird class rates will cost catalog 


and slightly over $13,000,000 from 
higher insurance, registry and 
C.O.D. fees. 


In the Market 
for a Video Show? 
Look in on WABD 


NEw YorK — DuMont’s WABD 
will give television a try at selling 
itself. 

Starting tonight (May 26) at 
7:30 p.m. the station will show- 
case the first of a group of pack- 
age shows, all of which are avail- 
able for sponsorship. Immedi- 
ately following the program, a Du- 
Mont time salesman—presumably 
the most photogenic on the sta- 


ublishers an estimated $6,500,000, 
mmittee sources estimated. 


$250,000 Boost? 


tion’s staff—will step up before 
| the cameras for a little chat with 
|all prospective clients and agents. 
| He will explain how the program 


| package and the price thereof. 
| This should be a happy change 
| for the weary salesmen who can 
|do everything short of getting a 
| signature on the dotted line—Du- 
| Mont hopes—without stepping out 
lof the studio. WABD’s theory is 
| that since most eligible backers as 
| well as their agents have televi- 
sion sets, why not sell them a bill 
of goods while they are sitting 
quietly at home? 

First of the packages to be put 
up for sale is “Hospitality House,” 
Radio Production show, 
which will go before the camera 


‘Jenkins Joins Ferris 

William H. Jenkins, for 16 years 
| public relations director of Young 
|& Rubicam and formerly publicity 
| manager of N. W. Ayer & Son, has 
joined Earl Ferris Company, New 
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Last Minute News Flashes 
Shaw-LeVally Gets Dormeyer Account 


Cuicaco—Dormeyer Corporation, maker of electric food mixers, has 
named Shaw-LevVally, Inc., here to handle its account. The company’s 
largest consumer campaign will break with color ads in weeklies and 
women’s magazines in mid-summer. 


Maxson Food to Appoint Kudner 
NEw YorkK—Maxson Food Systems will shortly name Kudner 
Agency to direct its advertising account, formerly handled by Lennen 


Runs First Copy for Sloan’s Balm 

New York — Standard Laboratories, Inc. is running test copy for 
Sloan’s Balm, a new product, in newspapers in Birmingham and other 
Biow Company is the agency. 


Miller Outlines 


FCC ‘Blue Book’ 


cial trial, or anything that re- 


ceedings.” 


mittee, the NAB president argued 


| 
| 


114 House Organs 


What's Wrong With | Win ‘47 Awards 


St. Lours—One hundred and ten 


Annenberg Blasts 
Retailer Boosts 
of Big Magazines 


PHILADELPHIA — Walter H. An- 
nenberg, publisher of the In- 
quirer, has announced that his 
newspaper henceforth will not 
“accept local advertisements that 
unduly promote a nationally circu- 
lated magazine at retail rates.” 

“As a magazine publisher,” Mr. 
| Annenberg said, “I am aware of 
|the enthusiastic efforts of promo- 
ition departments to get retail 
stores to promote their magazines 
in local newspaper advertising. 
_Many nationally circulated maga- 


| U. S. and four Canadian industrial | zines have achieved great success 


WASHINGTON — NAB President | house | 
Justin Miller told Congress this|named award winners in the 1947 | 
week that the FCC “Blue Book’’| industrial publications contest) lisher, I have come to regard this 


is a “bill of attainder” which in-| sponsored by the International 
flicts punishment without a judi-| Council of Industrial Editors. 


| 


publications have _ been 


The awards were revealed at 


sembles “the usual guarantees of |/the council’s annual convention | 
fair hearing in legislative pro-/ here by Joseph A. Dragotto, Mil-| angle Publications, publisher of 


| in developing support of this type. 
“However, as a newspaper pub- 
as an abuse on the part of the re- 
| tail advertiser, wittingly or un- 
| wittingly.” 

| Mr. Annenberg is head of Tri- 


| waukee, editor of Solar Corpora- | Official Detective Stories and 


In a letter to Rep. Harris Ells- | tion’s 
worth (R., Ore.), a broadcaster | chairman of this year’s second an- 
and member of the House inter- nyal contest. 
state and foreign commerce com- | 


| 
| 
| 


company magazine and 


Award winners included all 
those among the 793 entries which 


|—at less expense—if it were re-| jn carrying out objectives, 30 for 


formance of 
| assumed.” 


| ‘Invites Criticism’ 


wrong with the “Blue Book” 


| stressed the fact that no broad- | 


‘caster had an opportunity to par- 
| 


| ticipate in its determination. He 
| said the “Blue Book” inflicts pun- 
| ishment upon several broadcasters 
\“by naming their stations ex- 
|pressly and condemning them for 
|alleged improper performance.” 
He said it inflicted punishment on 
the industry generally through 


|lieved of responsibility for per- | quality of editorial content in ac- 
duties improperly | complishing aims, 15 for over-all 

"appearance and 15 for mastery of | Many fashion magazines. 
/ technical problems. Last year 556 | 


| entries e judged. 
His 19-page outline of wieat's| ries were judg 


Judges for the °47 competition 


|were Court Conlee, promotional 
and research manager, Milwaukee ' } , 
Journal; George Reise, director of | featuring promotions built around 
'personnel and public relations, | 4oltday. This month 327 stores in 


| Seventeen. 
Affects ‘Holiday,’ Others 


While the statement apparently 
| allows retailers to mention maga- 


that the commission’s proper|received scores of 90, based on | ines in their copy to some extent, 
duties “could be better performed | maxima of 40 points for success |it hits such extensive promotions 


as those built up nationally by 
Collier’s, Holiday, Life and The 
Saturday Evening Post, as well as 


Curtis Publishing Company 
|here, for example, has just run 
|large-space newspaper ads_ for 
Holiday, saying that “all over the 
country sales-wise retailers are 


| Milprint, Inc., and Earl Huth, pro- | 8S Many cities will again feature 


| 
| 


| 


fessor of journalism, Marquette 
University. The council is con- 
ducted by the Editors’ Association 
of Wisconsin. 


“the curious, not to say amazing| ]1]1§ Stations Set 


spectacle of a government agency 
| inviting criticism of a large num- 
|ber of American citizens.” 


sion’s encroachments in this re- 
spect is emphasized by the wide 
|acceptance of the commission’s 
thesis upon the part of persons 


| American principles, (3) a selfish 
| pecuniary desire to destroy radio’s 
| effectiveness.” 

| He lamented that the Blue Book 
| was quoted in the debates of the 
|'English Parliament “as estab- 
|lished facts concerning American 
| broadcasting” and that it was “ac- 


} 


for BMB’s Survey 


Some 116 subscribers, repre- 


“The danger of the commis- senting 63 cities in 29 states, have 


signed up for the Broadcast Meas- 


|urement Bureau’s second study. 


The last previous count on sign- 


|ers for the 1948 survey, released 


'two weeks ago by Hugh Feltis, 


because of (1) ignorance, (2) dis- | 
| agreement with our fundamental | 


BMB president, was 67 stations. | 


Mr. Feltis has been traveling 


| throughout the country in an ef- 


|cepted by the American people as | 


|a truthful, objective, impartial de- 


: scription of American broadcast- | 
Georgeff Mail order experts believe the | was presented, just where com-| jing. when instead it was a highly 


gher catalog rates may boost|mercials will fit into the show,| biased, partial presentation of the 
lontgomery Ward and Sears, Roe-| WABD time available for the} cace for the prosecution.” 


Protests Classification System 

He said it was “seized upon 
avidly by crackpots, Communists, 
and rival advertising media, who 


proceeded to heap ridicule upon 
broadcasting and_ broadcasters 
generally.” 


| Judge Miller protested the com- 
|mission’s system of classification 
| which discriminates between com- 
mercial and non-commercial pro- 
grams. He pointed out that the 
Fibber McGee and Molly program, 
rated as radio’s outstanding con- 
tribution to the Red Cross drive, 
appears on FCC’s books merely as 
“30 minutes, network commer- 
cial.” 

“From this statistic, how is the 
commission to judge the impact 
of one of America’s No. 1 shows 
on behalf of America’s No. 1 phil- 
anthropic cause?” he asked. “And 
how is a sponsor, a network or a 
radio station to detail its perform- 
ance in the public interest?” 


fort to get enough broadcasters 
lined up behind the project to en- 


able BMB to go ahead with prep- | 
over-all | 


arations for the second 
study. Study No. 1, which still is 
being analyzed for the trade, had 
710 subscribers. 


Hight Leaves McCann 
to Head L. A. Firm 


D. C. Hight has resigned as 
vice-president and director of Mc- 
Cann-Erickson and manager of 


| the Detroit office, effective June 1, 


to become 
Distributors, 


president of Tractor- 
Inc., Los Angeles, 


| which will handle the distribution 


of Ford tractors and farm imple- 
ments for the Dearborn Motor: 
Corporation in Southern Cali- 
fornia. 

Frank W. Townshend, vice- 
president, has been named to suc- 


ceed Mr. Hight as manager of the 
Detroit office. Paul Holder, 
president, has been appointed 
supervise the Chrysler motor car 
account for McCann. 


vice- 
te 


Strauss Joins Manhattan 


Arthur J. Strauss, formerly co- 
ordinator of advertising for Mc- 
Gregor Sportswear, ha joined 
Manhattan Shirt Company, New 
York, as advertising manager, and 
will supervise the company’s dis- 
play program. 

Joins Hirshon-Garfield 

Sidney Dunne has joined Hir- 


shon-Garfield Advertising Agency, 
Boston, as account executive. 


Holiday in a great summer mer- 
|chandise promotion.” 


NAB Changes 
Network Status 
to ‘Associate’ 


| WASHINGTON — The NAB board 
of directors moved this week to 
|/reduce networks from an “active” 
to “associate” status, in answer to 
critics who claimed that networks 
dominated NAB’s policymaking. 

The decision, formalizing an 
agreement reached last February, 
resulted immediately in a decision 
by ABC to reenter NAB, thus 
bringing all four networks into 
the organization for the first time 
in many years. 

The board has yet to decide the 


rights and assessments on net- 
work “associate” members. Other 
associates transcription makers, 
station representatives, etc., pay 
only a fraction of “active” dues, 
and have no vote on the board of 
directors. 

A change in network status was 
indicated in February, following 
reports that NBC and CBS 
planned to resign from the as- 
sociation Hurried conferences 
between network executives and 
NAB President Justin Miller led 
to the com mise at that time 
(AA, Feb. 17) 


Trademark Group Elects 


The U. S. Trade Mark Associa- 
n has elected the following of- 
for the coming year: Wil- 
G. Werne lirector of public 
rela Proct Ga le Com- 
i esiael L ¢ rmmnal of 
f ird; Kenne Perry, vice- 
nresident. Johns & Johnson, 
V. D. Bromar é department 
National Cai ( pany, George 
S. McMillan, secretary, Bristol 
Mvyer Company vice-chairmen 
Fy ¢ D. Waterman Jr., president 
L. E. Waterman Company, treas 
uré Frederick Moeller, export 
il€ manage Ls & Fink Prod- 
ucts, assistant treasurer, and 
Henry B. King, secretary. 
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...that help sell goods /fants* ~~~ | 
The one primary purpose of trade advertising is to HELP SELL GOODS. & Childr e ‘fi ‘s Re view I 


Manufacturers (and their agencies) know that quick efficient distribution 


For infants. Chikdeen's and Teon-Age Ruyors 
é 


of goods is imperative in order to maintain high productive capacity. i 
They have learned to use media that go directly and exclusively to the | 


buyer-audience interested in their product. 


That’s why 1189 advertising agencies and 4461 advertisers (manu- 
facturers) placed 12,292 pages of advertising in the Haire specialized 
publications during the year 1946. 


- 


Each Haire magazine is the authority in its field, with a roster of 
PAID subscribers who control the major volume in that specific market. 
It gives its readers an editorial service which they need and want. . . and 


surveys indicate that the advertising pages are just as important to them. 


Avoid waste of time, effort and money . . . choose the Haire special- 
ized publication that covers your field ; . . the SELL-ective advertising 
medium that helps sell your product. 


The Power of ALL for the strength of EACH 


The specialized resources of ALL the Haire magazines for serving 
the merchandising world . . . are drawn upon by EACH Haire pub- 
lication to serve its specific field. 

For instance, INFANTS’ & CHILDREN’S REVIEW, described 
here draws on the over all Haire Editorial facilities and se/l-ective 


MORE effective because it’s 
MORE SELL-ective! 


INFANTS’ & CHILDREN’S REVIEW is the specialized independent 
authority in the merchandising of infants’, children’s, girls’ and teen age 
merchandise. It’s the direct route to the buyers who supply the fastest 
growing market in America . . . comprising over 41,500,000 consumers 
under 16 years of age. 


The position of INFANTS’ & CHILDREN’S REVIEW as the No. | 
publication in the field is indisputed. It’s the ONLY magazine with 
ABC PAID circulation, and this paid circulation is greater by far than 
the free circulation of its competition. 


accessories and nursery furniture. 


circulation machinery to deliver to its advertisers the concentrated 
responsive buying power in infants’, children’s, girls’ and teen wear, 


LeU one 


Surveys prove that there are 4 readers to each copy printed: that buyer- 
subscribers keep their copies for 6.9 months; that 40% of them keep 
the “REVIEW” for a year or more for constant reference. 


These are the reasons why INFANTS’ & CHILDREN’S REVIEW is 
the first choice of advertisers in this field. 


FOUNDED 1926—For 21 years the nationally recognized spokesman and 
authority in this constantly expanding field. 


BUYER COVERAGE—Enjoys the responsive readership of buyers of these 
lines, in department stores and preferred specialty shops, coast to coast. 
Delivers the ONLY ABC PAID CIRCULATION, a circulation that is also 
the largest in the field! 


EDITORIAL LEADERSHIP—Edited by Dorothy Stote, outstanding writer, 
lecturer and authority on merchandising infants’, children’s, girls’ and teen 
age merchandise. She is assisted by a picked staff of experienced market 
editors. Current ABC subscription renewal rate is 76.70%. 

ADVERTISING LEADERSHIP — 335 advertising agencies and 605 advertisers 
(manufacturers) placed 1836 pages of advertising in the “REVIEW” 
during 1946, more than any other paper serving these fields. Send for 


in a series complete fact sheet. 
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MERCHANDISING PUBLICATIONS —_— 


> 
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Information headquarters for 9 Major Markets 


HAIRE PUBLISHING COMPANY « 1170 sroaDWay, NEW YORK 1 - BOSTON - PITTSBURGH - CHICAGO - DETROIT - ST. LOUIS - LOS ANGELES - ATLANTA - LONDON 
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